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“Production for Defense,”’ 
a twenty-page booklet, free for the asking 


has the answers to these timely questions: 


% Why must mineral production be increased immediately? 

% What are some of the specific plans of the mining industry to in- 
crease the production of aluminum, copper, iron ore, and manganese? 
% What is the Government doing to make sure that strategic 
mineral production is increased? 

% Why is ENGINEERING AND MINING JOURNAL dedi- 
cating the July issue, “Production for Defense,” to a complete re- 
appraisal of the supplies, equipment and methods which can increase 
mineral production? 

% How can underground mines increase production and lower 
costs? 

% How can open cut mines increase production and lower costs‘ 
% How can mills increase production and lower costs? 

% How can smelters and refineries increase production and lower 
costs? 

% How can manufacturers help the mining industry and increase 
their share of this expanding market? 


| \i ule for your copy of this informative booklet today. 
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the Minute Survey 


IT’S EASY FOR YOU TO CHECK UP AND 
FIND OUT FOR YOURSELF WHO USES 
T.R. FOR “WHERE-TO-BUY” INFORMATION 


Call five or six companies...any companies...where you do business. 


Ask the purchasing department}+"What media is used for ‘Source- 


of-Supply’ information?” 


answer... /homas Register! 


Here is an unbiased test. Conducted in a few 
minutes from your own telephone. Already 
8,500 advertisers know that T. R. produces 


more sales at lower unit cost. 


8500 TR Cent Ce Wong” 


HABITUALLY CONSULTED BY ALL DEPARTMENT HEADS, REPRESENTING 
60% OF THE TOTAL INDUSTRIAL PURCHASING POWER OF THE U. S., 
WHO ARE CONCERNED WITH WHAT TO BUY & WHERE TO BUY. 


96% ABC Paid Circulation 


REGISTER 


461 EIGHTH AVENUE © NEW YORK 1, N. Y. 
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ee MICHIGAN, CHICAS 
AIR CONDITIONING HEADQUARTE 
Also Publishers of Heating, 


Piping & Air Conditioning 
for the Industrial Field 
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But together they provide 


your strongest selling media 


TéD 


¥ 
Compleie, authoritative 
+ 
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for reaching the Great-Growth Industry 


Every state in the union is assigned to an Electrical World 
editor who knows the electric power industry in his ter- 
ritory like a veteran pilot knows his harbor. 


That's half the story. Every phase of the industry, as well 
as every state, must be covered — These are its separate 
operations: 


Electric power is produced in a generating (or hydro) 
plant, transmitted to a substation, distributed to fac- 
ories, homes, and stores, and used in a thousand-and-one 
ways to light the lights of Broadway, run a farmer's milk- 
ing machine, heat the furnaces of steel mills and run 
electric clocks. And besides producing, delivering and 
using electric power, men must sell it, and measure it. 


Yes, geography is only half the story. Besides covering a 
specific territory, each editor also must be an expert on 
some part of the industry. For instance, one editor's 
topical responsibility is generation of electricity; another 
is responsible for the commercial side of the industry, 


| Industrial Marketing 


and still another keeps a sharp eye on all that occurs in 
transmission and distribution, and so on. They are well- 
known throughout the industry as authorities in their 
fields. They guide the other traveling editors, and make 
doubly sure that no important development or trend is 
overlooked 


It takes a big editorial staff to make sure that every 
separate industry operation is covered. In addition to its 
headquarter staff, Electrical World depends on 12 travel- 
ing editors and 30 correspondents, plus McGraw-Hill’s 
six domestic news bureaus and vast World-News organ- 
ization. And 345 industry leaders, who live in 112 cities 
from coast to coast, wrote Electrical World artic 

year 


All told, there’s no bigger jo dustrial reporting in 
America, and there's 
product and explafn its performance to the men who 


direct and operate the great growth industry. 


| 300 300 
| 1. Close personal acqu 


aintance with the industry in every state 


SALES 


MANUFACTURING POWER FOR INDUSTRY 


coverage in each subject 


+, 


JOURNAL OF THE GREAT GROWTH INDUSTRY FOR 77 YEARS 
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Never before ba She Domestic 
and the Do- 
mgstic Engineering Wholesaler 

# proven themselves more important 

to the manufacturer of heating. 
plumbing, air conditioning and 
allied products, than they have 
under today’s extraordinary con- 
ditions. 

As in every National emergency, 
the present vast mobilization pro- 
gram has imposed a tremendous 
responsibility on both the Domes- 


tic Engineering Dealer and the Do- 
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Heating, Plumbing, Air Conditioning, and Allied Products: 


mestic Engineering Wholesaler. 
That they were ready and pre- 
pared to step into this emergency 
is evidenced by the fact that, in 
the thousands of defense and 
related projects now under way, 
they are playing indispensable 
roles. 

Wherever public health and 
comfort are a factor on these 
projects.the Domestic Engineer- 
ing Dealer is the one man who 
assumes the full responsibility 


for the specification and instal- 


lation of heating and plumbing. 
As this program gains momen- 
tum it is only natural that the 
need for this man’s services and 
the services of his wholesaler 
will become greatly accentuated. 
As a consequence the demand 
for your product on these high 
priority jobs will increase in 
direct proportion. 

That’s why we say the Domes- 
tic Engineering Dealer and 
Wholesaler are vital to you to- 


day. They need you and you 


need them. It remains for you to 
acquaint them with all of the 
qualifications of your product. 
If you want to be sure they will 
remember your name and your 
product, particularly at the time 
that specifications are being 
written or orders placed, keep 
that name and product consist- 
ently before them in the adver- 
tising pages of both DOMESTIC 
ENGINEERING Magazine and 
DOMESTIC ENGINEERING 


Catalog Directory. 


HOW DOMESTIC ENGINEERING CAN ASSIST YOU... . NOW! 


The DOMESTIC ENGINEERING organization is geared to pro- 
vide the kind of assistance that manufacturers require to assure 
the proper and uninterrupted distribution of their products in 
a defense economy. All of our facilities are availabie to manu- 
facturers in the heating, plumbing and air conditioning industry 
who use advertising space in DOMESTIC ENGINEERING Maga- 
zine, DOMESTIC ENGINEERING Catalog Directory and the Mid- 
Year Supplement to DOMESTIC ENGINEERING Catalog Directory. 
These include Marketing & Research assistance, Manufacturers’ 


DOMESTIC ENGINEERING * DOMESTIC ENGINEERING CATALOG DIRECTORY £: 


Representative Service, Catalog Preparation and Reprinting, List 
Rental and Mailing Services, and numerous other functions 
necessary to complete an effective product merchandising and 
distribution under today’s complex business conditions 


If you are not entirely familiar with these services write 
direct or 


CONSULT YOUR ADVERTISING AGENCY! 


INSTITUTIONS MAGAZINE « INSTITUTIONS CATALOG DIRECTORY 


1801 Prairie Avenue, Chicago 16, Illinois 


May 1951 | 7 


4 
| 
: 
f a 
| | 
i 


PAY for space... 


SALESMANSHIP! 


The Wall Street Journal 
—with its 4 editions 


—covers the country 


like the experienced, 


productive salesman it is. 


This salesman is welcome 
in the offices where 
buying decisions are made 
or influenced, because he 
has proved his helpfulness 


to the prospect time « 
time again. 


This salesman is in 


the business market 


| every working day and 


makes his piteh 


in the prospect's office 


... when the prospect is 
receptive to business action. 


This sale 


is a “home town boy” 


to his prospects 

by virtue of the local and 
regional as well as 
national interests 

he shares with his 


igh these 4 


prospects thre 


regional editions: 


the Eastern Edition 

(New York) 

the Southwest Edition 
(Dalles) 

the Pacific Coast Edition 
(San Francisco) 

the Chicago Journal of 
Commerce Edition 
(Chicago) 


This salesman 
is the only 
rational business daily . . - 


THE 
WALL STREET JOURNAL. 


etters 


They want more news 


on improved reading speeds 


® TO THE EDITOR I am very in- 
terested in your April editorial “Do 
you read fast enough?” As a matter 
of fact, I saw an item covering the 
same subject in Advertising Age a 
short time ago 

How about some more news on 
this, subject? What is the answer to 
this problem which is so wide- 
spread? . . GEORGE C. DRAPER, JR., ad- 
vertising manager, Peacock Brothers, 


Ltd., Montreal 


We read with con- 


siderable interest your editorial in 


8 70 THE EDITO 


the April issue of INDUSTRIAL MAR- 
KETING titled “Do you read fast 
enough 

You mentioned in the article that 
‘according to training specialists, 
reading speeds can be increas “cd 
rom 20°, to 300°) in several weeks.” 


Prokably you have in mind several 


methods used in industry to improve 
reading speeds and we certainly 
would appreciate receiving any 
available information on this sub- 


yect Rk. W. FRANCK, market research 
analyst, Cummins Engine Co 


Columbus, Ind 


[We know of three companies which 
can give detailed information on im- 
proving reading speeds 

Foundation for Better Reading, 100 
E. Ohio St., Chicago 11, Attn: Mr 
Steve Warren 

Adult Reading Service of the In- 
stitute for Psychological Services. 
Illinois Institute of Technology, 3390 
S. Federal St., Chicago 16., Attn 
Mrs. Elizabeth A. Simpson 

Science Research Associates, 57 
W. Grand Ave., Chicago, sells a ma- 
chine designed to teach faster read- 


tothe Editor 


®@ Address letters to: Industrial Marketing. 200 E. Illinois. Chicago 11. 


ing. For information on improved 
reading speeds and the Accelerator, 
see “Marketing Aids,” opposite page 
128, No. 501, for free literature 

We offer the case history of a staff 
member of Advertising Publications, 
Inc., who is currently taking a course 
in speeded-up reading. Improvement 
to date: more than 100°, from 300 
words a minute to 600 plus . . ED.] 


‘Top Management Forum’ 
deserves praise, support 


The job you are 
doing in calling top management's 


@ TO THE EDITOR 


attention to pertinent and timely in- 
formation about marketing and ad- 
vertising is one that deserves the 
praise and support of every 
member of the advertising profes- 
sion 

Too often the advertising managet 
is not in a position to present his 
management with such data. Then, 
too, opinions and facts presented 
from sources outside one’s own or- 
ganization carry additional weight 
and prestige 

Like all campaigns designed to in- 
fluence a particular group, long 
range planning is necessary. For that 
reason, we sincerely hope this will be 
a continuing effort with you ..J. A. DE 
LO, advertising manager, Continental 


Steel Corp... Kokomo, Ind 


Job of space salesmen to sell 
space, not charm receptionist 


® TO THE EDITOR . . In the March issue 
of INDUSTRIAL MARKETING, Harvey 
Scribner of Russell T. Gray, Inc., in 
his article “What agencies want 

and should demand from space 
salesmen,” almost made a point that 
has been neglected too long. But 
cartoonist Hank Roesler came closer, 
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A great re ee n once invited a dozen eminent 


men to dinner; but he left no word as to who sat where. 


His butler was frankly concerned over protocol. Would it not create ill feeling 


if such seating were left to chance? Whereupon the statesman said, ‘‘If they 


matter, they won’t mind; and if they do mind, they don’t matter.” ++-Every industry 
has one publication that matters iis much to its readers. In the light construction 
industry that publication is practical builder... and that’s why advertisers 
are not unduly concerned as to whether they're in the front of 
the book, the middle or the back. They know that when they're in PB they're in! 


Every seat is a front seat...with builders who count. 


construction industry 
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There Will 
Conversion 


Every new defense plont re 
quires piping, most plants 


a 
heating, mony ar conditioning 
As production steps up im exrst 
ing plonts, all three services will 
be expanded rapidly 


Not Equipment 


Heating, Piping, Air Conditioning — Vital Services in a Defense Economy! 


True, in the months ahead, restrictions may be placed on certain applications of these 


services, Perhaps you can't sell your products for air conditioning theatres, bars, restau 


rants and similar non-essential buildings. That happened in 1941 to 1945! 


But in a National Emergency, as these non-essential jobs are curtailed, the vital need 


for heating, piping and air conditioning grows tremendously in other quarters 


Ic will be BIG BUSINESS meeting 


fighting ships, new planes, new hangars, new Government buildings. It will be BIG 


the requirements of new defense plants, new 


BUSINESS meeting the increased demands of existing plants and other essential build 
Thousands of large buildings 


ings expansions, alterations and maintenance on a huge scale —essential in ony type econ 
omy will continue to need 
Here's a market where a Defense Economy results in a shift of applications but heating, piping ond oir con 
products for main 
not of equipment. Gencrally speaking, the same products used in normal times are tenance ond repair 


indispensable in times of National Crisis 


Thus, if you make anything adaptable to heating, piping and/or air conditioning, you 


should rightly consider this field one of your prime markets {rom now on 


Fighting plones must be cooled — Tanks, too, must be cooled — and Fighting and cargo ships call 
the plants mating them require the plants mokting them need oll for heating, piping and ven 
piping. heating, a conditioning three services im large quantities 


| 

Circulation.. Editorial Service 
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Market for Heating, Piping and Air Conditioning me Defense Economy 


PURCHASE-CONTROL FACTORS 


TYPES 


ink 


Government 
Engineer 


OF WORK 


Consulting 
Engineer 


Contractor 


Plant or Building 
Engineer 


Draws plans and 


Collaborates with 
Government Engineer. 
or draws plans and 
specs subject to Gov. 
ernment approval 


Contracts for job. 
buys and installs 


Centers with Con. 
sulting Engineer and 
Centractor 


May confer with 
Consulting Engineer 
and/or Contractor 


Draws plans and 
writes specs for 
architect or owner 


Contracts tor job. 
buys and installs 


Conters with Con- 
sulting Engineer and 
Contractor 


and 
xponsion of 
ssential Plants 

Buildings 


Often a tactor in 
Maintenance and 
Expansion 


in case of extensive 
expansions, called in 
by plant or building 
to handle plans and 
specs 


Does all or some 
maintenance and ex- 
pansion werk ter 
many regular plant 
and building cus- 
tomers 


In charge of opera. 
tien and mainte. 
nance of heating, 
piping and air con- 
ditioning systems: 
draws own plans @ 
specifications for 
alterat 
ditions 


Equipment 
Heating, 
and Air 


Often specifies make 
or kind of accessory 
equipment te be 
used with primary 
products 


Often specifies 
orders make of ac- 


wets less accessories 
and orders them 
separately 


Otten specifies or 
buys accessory equip. 
ment te ge with 
primary products 


products; employs 
design engineer in 
charge of selecting 
accessory equipment 


* Including atomic energy plants, buildings, ships, planes, etc. 


Reach This Essential Market 


The livelihood of all five purchase-control factors listed 
above depends upon successful heating, piping and air 


conditioning installations. 
common which HP&AC helps them to solve. 


Each month HP&AC carries the Journal of 


All five have pr 


oblems en 


the Amer- 


can Society of Heating and Ventilating Engineers. 


HP&AC is the essential paper in this essential market 
reaching as paid subscribers all factors intimately con- 
cerned with practically every heating, piping and/or air 


conditioning project of consequence 


Yes, for adequate market coverage, it's in HP&AC that 


your main advertising effort belongs. 


KEENEY PUBLISHING CO. 
AIR CONDITIONING HEADQUARTERS 


6 North Michigan, Chicago 2 


Also Publishers of American Artison for Residential Field 


with Their Choice 
as the Essential Paper 
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advertising pages, continn 
communication of ideas and in 
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HAYWOOD EDITORS CONSIDER IT A PRIME OBLIGATION to search out 
and place before their readers specific approaches to the solution of problems 
common to all or to large segments of the industries they serve. Such factual data, 
or logical and logistical theories, may become the basis of either a single article 
or a series devoted to an important theme. Service-editing of this kind, in which 
useable ideas and information are continuously channeled to an industry, builds 
a degree of ACCEPTANCE for a magazine which industry gossip-column or 
rehashed-handout material cannot achieve. 


AN EXCELLENT EXAMPLE of such constructive editorial contribution to industry 
welfare is the broad “Muscles for America” program which ELECTRIC LIGHT 
AND POWER has initiated, and which will provide a means for the electric 
utility industry to make a larger contribution to national welfare, and at the same 
time to strengthen the power market for the future. Obviously the extra-attentive 
readership developed through such a constructive editorial concept means that 
advertisers in ELECTRIC LIGHT AND POWER reach an exceptionally broad and 
responsive audience. 


if your selling interests lie in o field covered by one of the four Haywood business magazines, we 
urge thot you take advantage of the superior ACCEPTANCE which sincere and intelligent editorial 
practices have built for each of them among top buying influences in each field. 


‘HAYWOOD BUILDING 
22 EAST HURON STREET 
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yon area supplier. 


the Electric Utilitg 
id — or if your prod- 
t or service in ang 


depends upon ade- 
ate Electric Power 
ply — send for this 


pecial folder today! 


BOTH FOR DEFENSE NEEDS and to supply civilian 
requirements on the highest possible level, an ad- 
equate supply of KILOWATTS must continue to be 
made available to replace scarce - and - growing - 
scarcer Manpower in industrial production. 

A concrete program to assure this will be inaugurated 
with the June issue of ELECTRIC LIGHT AND POWER 
(traditionally a “Report to the Nation” on the status 
of the Electric Utility industry). It will include a clear 
and documented summary of the need for increased 
power production; an analysis of 
potential results in terms of 
greater industrial output; and a 
continuous stream of case-history 
and other hard-fact articles on 
how power may be more effi- 
ciently put to work. The program 
will be carried forward in all 
future issues of the magazine for 
the duration of the mobilization 
period. 

With the exceptionally attentive 
readership which this program 
will sustain among ELECTRIC 
LIGHT AND POWER’s top- 
drawer executive circulation, ad- 
vertisers will be in a position to 


Muscles for 


22 EAST HURON STREET 
1030 Ave, CLEVE 13, 


To Back Defense ~ 
~ To Build the Future! 


make a real contribution to defense production by 
regularly giving, in appropriate space, pertinent data 
as to the uses and values of their own equipment, 
supplies and services. At the 
same time, they will be strength- 
ening their position in a billion- 
buying market which, upon the 
return of peaceful conditions, 
must continue its phenomenal 
growth. 
Send for the folder, which gives 
the full facts behind the “Muscles 
for America” program, and how 
you can take part in it. There’s 
just time to catch the big June 
issue for a starter, if you act at 
. You'll want to see that 
issue, by the way — ask us to 
reserve a copy for you. Write or 
call today! 


SERVING AMERICA’S ELECTRIC LIGHT AND POWER INDUSTRY 


May [13 
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don’t overlook 


the man who sells 


in his own 
backyard* 


Concentrated sales coverage of any section of 
the national market is available through in- 
dustrial distributors...their salesmen sell at 
the local level...they know their customers 
personally...and they know the require- 
ments and buying practices of local industry 


For the manufacturer with few salesmen, 
they can be a whole sales force ...or they can 
act as a supplementary sales force” for~ the 
established manufacturer. Most important, 


they are hard-hitting sales-producers. 


Industrial distributors are important links in 
they sell and 
service manufacturing plants, mines, il 
fields, railroads, utilities, and other service 


a sound marketing program 


industries 


INDUSTRIAL DISTRIBUTION is an 
portant link, too...it is the one magazine 
published primarily for industrial distributors 
and their salesmen. Its content is based\on 
carefully researched and edited mater ia} that 
is constructive and helpful...it is accepted 
and read by distributors and their salesmen 
from coast to coast. Through this medium you 
can contact and sell distributors on your com- 
pany and your products. 


@ DAYTON 


your industrial distributor 


salesman... and you can reach him through 


| n U stri for 


Distribution 


A McGRAW-HILL PUBLICATION 
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industrial distributors 
and their salesmen 
330 West 42nd Street, New York 18, N. Y. 


Letters to the editor 


ntinued from page 8 


with his “Now just which of your 
accounts should be using my book?” 

Assuming that the agency's job is 
to increase sales of its client’s prod- 
uct, its main goal is to find markets, 
not to fend off space salesmen 
even to gratify the “miffed” recep- 
tionist. (Mr. Scribner waggles a 
warning finger and cautions against 
incurring her wrath, lest she keep 
you cooling your heels over long.) 

Naturally it is up to the publica- 
tion to show that its readers are at 
least a substantial part of the market, 
but, judging by the views expressed 
from time to time, a new concept is 
long overdue. 

Mr. Scribner says: “.... if we 
could get our clients and publica- 
tions to look more often at the selling 
and purchasing of advertising space, 
not as mere buying of so many pages 

but as business of buying a tool 
or element, or a combination of type 
and picture to promote the client's 
product, we will all go much further 
in the proper use of industrial ad- 
vertising.” 

A basis of advertising, regardless 
of the “putting together of type and 
picture” is to have an effective medi- 
um. To remain in the publishing 
business for any length of time, not 
to mention the maintenance of a 
sales force, a medium must have 
readership and acceptance in its 
field. Perhaps a clause could be in- 
serted in all contracts that every- 
thing therein is contingent upon an 
ability to charm the sweet young 
thing at the reception desk and to 
preserve a proper and becoming 
gratitude for the spending of the 
client’s money in the direction of the 
lucky publication 

The medium must first have es- 
tablished itself and then consolidated 
its position before it could, with any 
hope of success, offer to introduce 
advertisers to its readership, at all 
Some agencies have become pontifi- 
cal. 

To paraphrase the cartoonist, some 
consideration should be given the 
concept “What accounts would you 
like to get into my book?” The medi- 
um is the basis, brother, and some- 
day your receptionists and your 
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CONCRETE PILE COMPANY 
140 CEDAR STREET NEW YORK 6 NY 
jabama State 
poor 
> April 17, 1952 


Mr. Donald V. Buttenheim, Publisher 

CONTRACTORS AND ENGINEERS MONTHLY 
arth Avenue 

New York 16, N. Y. 


Dear Mr. Buttenheis: 


Your sending copies of CONTRACTORS AND ENGI NEERS 
MONTHLY to our field superintendents and other members of 
our operations supervisory force is greatly appreciated, 
as the articles it contains keep our personnel well posted 
on general construction work all over the country. 


Engaged as we are principally in pile foundation 
work, our crews are widely scattered throughout the country. 
Currently we are handling foundation projects for most of 
the big steel companies engaged in a vast capacity expansion 
program and, in addition, we are doing foundation work for 
many types of industrial and utility plants, public sorks 
and governmental struetures, bridges and buildings including 
multifamily housing developments, apartments, hotels, offices, 
schools and hospitals. We consider it exceedingly helpful 
for our men to read about all types of construction operations. 


Very truly yours 


RAYMOND COMCRETE PILE COMPANY 
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“In our continuing program to design 
even higher quality into Yale and 
Towne material-handling equipment, 
we find PRODUCT ENGINEERING our 
most dependable and complete source 
of original equipment information.” 
Says C. S. Schroeder, 

Director of Engineering, 

Yale and Towne Mfg. Co., 

Philadelphia, Pa 
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DESIGNS MATERIAL-HANDLING EQUIPMENT... 
READS PRODUCT ENGINEERING 


To sell components to the material-handling industry... 
and to every other volume purchaser of Original Equipment” 
.. PRODUCT ENGINEERING is your top advertising buy ! 


Wren you want your advertising to reach ahd Market's biggest buyers read PRODUCT 


sell the men who select, specify, approve and ENGINEERING with the enthusiasm on/y paid 
purchase all kinds of parts, materials, compo- subscribers generate... and why PropuctT 
nents and finishes—concentrate your advertising ENGINEERING gives you top coverage and pene- 
in PRODUCT ENGINEERING. tration of the Original Equipment Market at 
This is the on/y product-design magazine top lowest cost. 
design engineers everywhere in industry pay to See your PRODUCT ENGINEERING representa- 
read, And this magazine's more than 18,000 en- tive soon. He's fully prepared to show you the 
gineering-management-concentrated subscribers detailed facts of the Propuct ENGINEERING : 
sparked the purchase of more than $17 BIL- story — its paid circulation . . . its editorial and : 
LION worth of machinery, equipment, and technical news coverage . . . its advertising scope 
appliance components last year alone! and power. You should have these facts — ask 
Investigate! Compare! Get the FACTS! Then to see them now. 


you will krow why the Original Equipment 


D A McGraw-Hill Publication 

PROMO | McGraw-Hill Building, New York 18 
tanta 3 * Boston 16 * Chic 

JEG LON) LING DISTRICT OFFICES: Atlanta 3 * Boston 16 * Chicago 11 Cincin- 


neti 8 * Clevelond 15 * Dalles 1 * Detroit 26 * Los Angeles 17 


New York 18 * Philodelphio 3 * Pittsbergh 22 * Son Francisco 4 
PRODUCT ENGINEERING CARRIES MORE ORIGINAL EQUIPMENT* 
ADVERTISING THAN ANY OTHER MAGAZINE IN THE WORLD! 


* Every company which manufactures of any other design magazine. These 
machines, equipment or appliances is advertisers Anow that from the men 
a part of your giant Original Equip- who s:ead Propuct ENGINEERING 
ment Market. To reach and sell this flows the authority to specify, ap- 
big, repeat-order market, almost 600 prove, and buy their products . . . in 
display advertisers now invest, in big quantities and in repetitive orders 
PRODUCT ENGINEERING’S proved which boost volume and cut sales 
readership, far more advertising dol- costs down, 


lars than are invested in the readers 
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Fi IR the last 25 years The News 
has played an important role in the 
spectacular growth of the refrigera- 
tion, air conditioning, and home 
appliance business. It has tied them 
touether, forecast trends with amaz- 
ing accuracy, and earned its reputa- 
tion as the trusted, believed, and 
consulted: HEADQUARTERS OF THE 


The penalty of leadership is envy, 

ot course. 

“books” 


claim that they “reach” more left- 


Less influential may 
handed mechanics or one-man shoe- 
shine shops than the leading publi- 
cation. 
mailed are no indications of read- 
ership, influence, or buying power. 
dir Conditioning & Refrigeration 


Vews is edited up for leaders rather 


than down to a_ least common 
denominator. BUSINESS NEWS 


PUBLISHING CO., 450 W. Fort 


St.. Detroit 26, Mich. 
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A review, by business paper editors, of industry conditions 


Subcontracting gives answer 
te production needs 


® SUBCONTRACTING of requirements 
on defense orders is just getting un- 
der way, but the practice is due for 
substantial expansion in the months 
immediately ahead. 

That is the situation shown in cur- 
rent reports from 350 purchasing 
agents for large and medium size 
manufacturing companies. In 92°; 
of these companies, subcontracting 
is already a part of the purchasing 
program. Some production is being 
devoted to work by 
56% of the companies, mostly on a 
limited scale, though 
few instances where subcontracting 


subcontract 
there are a 


amounts to 50% or more of total pur- 
chases and total production. A ma- 
jority that subcontracting 
activities are expanding, both as a 


report 


method of purchase (66°) and as 
a factor in production (55°, ) 

Subcontracting is effective in 
speeding up defense production and 
in solving problems of plant conver- 
sion, most of the companies said. 
More than half also report that it is 
helpful in relieving problems of ma- 
terials supply. But only two out of 
five companies find cost advantages 
in subcontracting their requirements. 

The broader economic implications 
of the practice, both long and short 
range, are generally favorable. Sub- 
contracting serves well in maintain- 
ing operations and employment in 
civilian industries, and in avoid- 
ing over-expansion. Two out of three 
believe it will help check concen- 
tration of economic power. 

Yet nearly half of the buyers re- 
gard subcontracting as an emergen- 
cy measure rather than a permanent 


that may influence industrial marketing procedures. 


part of procurement and manufac- 
turing policy. This is partly explained 
by an equal division of 
opinion as to whether subcontracting 
will tend to develop strong and 
permanent manufacturing sources 
in specialized fields, or merely bring 
marginal suppliers temporarily into 
production. 

In summary, subcontracting will 
be a large factor in handling the 
present expanding volume of de- 
fense orders. Once over this hurdle, 


almost 


its application as a 
policy will be highly selective 
STUART F. HEINRITZ, editor, Purchas- 
ing, New York 


permanent 


Railway expenditures again 
to hit all-time high 


® RAILWAYS are continuing the heavy 
equipment buying programs which 
they initiated in mid-year of 1950 
and are also expanding their main- 
tenance and improvement programs 
to fixed properties 

In the first three months of this 
year, Railway Age reported orders 
for new equipment totaling $354,142,- 
000, which called for 771 diesel-elec- 
tric locomotive units, six steam lo- 
comotives, 69 passenger cars and 
39,230 freight-train cars. As a result 
of these orders, the backlog of freight 
cars on order April 1 reached a total 
of 158,619, and locomotive orders 
also increased. On March 1, the 
Class I roads had a backlog of 1,652 
new locomotives on order as com- 
pared with 1,111 on March 1 of last 
year. 

In February, for the seventh con- 
secutive month, Class I railroads re- 
ported an increase in the number of 
serviceable freight cars. Since last 
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(538 S. Clark Street Chicago 5, Ill. 
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If You’re Selling to the Manufacturing Industries... 


SELL THESE MEN 


PLANT OPERATING GROUP 


H 
] 


To keep plant and equipment in shape for 
all out production, American Manufacturing 
looks to the Plant Operating Group. 


The men of the Plant Operating Group must: 


@ provide and maintain the buildings, equipment, and ser- 
vices essential to manufacture 


@ develop and improve production methods 


@ select and direct the people essential to operation 


In times like these, that means the Plant Operating Management 
is more than ever concerned with the methods that will boost 
production output. And every piece of plant equipment is being 
carefully checked to insure that it can stand the pressures of the 
drive for production and more production. 


The Plant Operating Man has no easy job...and it’s getting 
tougher. So it’s natural that he’s spending more time with the 
industrial magazine that gives him real job help. 


It’s natural, too, that he looks to FACTORY for that help. Be- 
cause FACTORY is, and always has been, devoted exclusively 
to serving the Plant Operating Group in the Manufacturing In- 
dustries. All of FACTORY’s editorial, research, and circulation 
operations are geared to the one task of serving these men 
better ...and they know it! 


That’s why readership studies consistently show FACTORY first 
among Plant Operating Men. And that’s one reason why adver- 
tisers invested more of their dollars in FACTORY in 1950 than 
in any other monthly business magazine... placed far more pages 
of advertising in FACTORY than in any comparable magazine. 


330 WEST 42nd ST., NEW YORK 18, 


A McGRAW-HILL PUBLICATION 


Member of Associated Business Publications 
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July, the railways have added 39,500 
serviceable cars to the available sup- 
ply, according to Arthur H. Gass, 
chairman of the car service division, e 
Association of American Railroads. 

The present high level of expendi- 
tures should continue. In the freight 
car field alone, the railroads will re- 
quire some 300,000 new cars by mid- 
1953 to meet the mounting transpor- 


THERE'S EXTRA Self IN THE 


Southorm Slant | 
... to help you sell | 


SOUTHERN® SPIN-WEAVE PLANTS! 
yours ! SiVv ly m tation needs of the defense program. 
The over-all upward trend is evi- 
. @ denced by estimates the railroads 
submitted to the Interstate Com- 
merce Commission that 1951 capital 
expenditures will reach an all-time 
high . . $1,376,000,000 compared with 


$1,312,000,000 in 1949, the peak up 
to this time. Separate estimates for 


* The Southern Spin-Weave 
market alone eccounts for Textile Bulletin is the only exclusively road and equipment outlays for the 


p~ Spin-Weave journal of the textile first half of this year indicate that 
Untied Starve. industry. expenditures for roadway will total 
$164,668,200, an increase of 46.4% 
, It is edited solely for the men who own over the like period a year ago, 
COMBINATION and operate Southern mills . . . deals while expenditures for equipment 
RATES SAVE YOU only with problems and conditions are expected to total $549,586,393, an 
EVEN MORE! which exist in Southern Spin-Weave increase of 51.5% over the like 1950 
mills and processing plants. The South- period 
if sou want to reach the P Slant is srecious plus 1 
whole textile industry, use Bull Railways of the U. S. and Canada 
our combination rate for only m Textile Bulletin, ll probably s J ar 1 $2.2 bil 
will probably spend around $2.2 bil- 
lion in 1951 for additions and bet- 


Knitter. 12 pages in cach 


Textile Bulletin gives complete—100% 


terments to fixed property, main- 
tenance of way and structures, and 
for new work equipment and power 
tools. . . GEORGE H. JoHNSON, Railway 
Age, New York 


(24 pages total) cost 
; then 12 pages in any gen- coverage of the South's Spin-Weave 


eral textile journal. mills and their dyeing and finishing 


plants. 


CLARK PUBLISHING CO. 
CHARLOTTE, NORTH CAROLINA 


New . . for sales executives 
If SPIN-WEAVE mills are your target 


THE SOUTH 
IS YOUR BIGGEST MARKET... 


n 4daing pianning, policies, supervision 
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saies manager 
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and detailed media presentations of over 
200 PUBLICATIONS 

see your copy of the new 1951 edition, 
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— — booklet lists 497 pieces of irce material < 
= A sovering all subjects about sales executives 
é ; 
TEXTILE BULLETIN covers it like a blanket — professor of Graduate School 
e Business Administration, New York Uni 
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which prepared the booklet. Price: 4 
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WANTED! 


25 firms who want 
SALES ACTION in a vital 
multi-million dollar market 


If you manufacture, sell and advertise any of the following materials or equip- 
ment, here is an unusual opportunity to GET ACTION from your advertising: 


Material handling and conveying equipment 
Power and power transmission equipment 


Raw materials and chemicals 


e Controls, valves and gauges 
7 


Pit and mine digging equipment 
e@ Oil and gas burning equipment 
Readers of BRICK and CLAY RECORD buy over $50,000,000 of equipment 
annually for their present productive capacity. Another $50,000,000 is being 
spent also for enlarged productive capacity. B&CR is the ONE AND ONLY 
authoritative medium that the men in this industry must read—an industry 
that is equally active under peace or war economy. 


This industry makes structural brick and tile, refractories, sewer pipe, farm 
drain tile, terra cotta. 


Brick & Clay Record 
Ceramic Data Book 
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RISING TIDE 


OF DOLLAR INCOME 


STARTS FLOOD 
OF LATIN-AMERICAN BUYING 


The Wealth of Nations south of 
our border is increasing at inered- 
ible rates. U.S. buying plus their 
own expanded production facilities 
have combined to make those coun- 
tries the world’s best markets for 
capital goods, 


ARGENTINA sells us hides, flax, linseed 
oil and meat to feed our dependents in 
other parts of the world, 


BRAZIL sells us coffee, coffee and more 
coffee, waxes, oils and industrial gems. 


CHILE sells us fresh fruits by the ship- 
lead during our winter season, copper in 
ever increasing quantities and other min. 


eral needs 


The dollars they earn are con- 
trolled and channelled into pur- 
chases, for the most part, of indus- 
trial equipment. Under these con- 
trols, the largest manufacturing 
industry, textiles, gets the highest 
priority for dollar allocations. 
They average almost a hundred 
million dollars a year. 
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is the journal which 
helps to get them 
economically. 


RES 


it sells them because 


it “talks their language. 


” 


570 Seventh Ave., 
New York 18, N. Y. 
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Case History No. 2: How we 
distribute our catalog 


® 1 aGrREE with Chauncey Williams’ 
letter in the April issue of Industrial 
Marketing. There is a more economi- 
cal and much quicker method of 
catalog distribution than by sales- 
men 

At least, this was our experience 
last year in the initial distribution of 
over 10,000 copies of our general 
catalog, an 8x11” bound book weigh- 
ing 6-%4 pounds cartoned. 

Our first step was to compile the 
distribution list by checking the key 
individuals in customers’ and pros- 
pects’ organizations who should have 
catalogs 

Usually, one catalog in the labora- 
tory and one in the purchasing de- 
partment is sufficient. Periodically, 
we circularize a mailing list, with 
new and interesting developments in 
the laboratory equipment field, but 
as additional members of depart- 
ments besides the heads are includ- 
ed, utilizing our list would have re- 
sulted in considerable duplication of 
this rather expensive catalog 

Our salesmen did the initial job. 
Prior to the distribution date . . in 
good time for a routine coverage of 
his territory . . each man was given 
3x5” cards for each name on his 
mailing list. These cards were run 
off from our address stencils. On 
regular calls the salesman first 
checked each name to make sure it 
was still current and then indicated 
by a check mark the key individuals 
to whom he wanted catalogs sent 

This also provided a complete and 
valuable check of our mailing list 
“Dead” names were deleted and any 
corrections in spelling, addresses, 
etc., to be made on our stencils, 
noted 

Our salesmen, 


in their regular 


problems 


in Industrial Marketing 


coverage of organizations seldom, if 
ever, find it necessary or possible to 
see every individual on our mailing 
list, hence the number of deletions 
reported was considerable. Our mail- 
ings all carry the return postage 
guarantee but, as every mailer 
knows, it is useless unless an organi- 
zation turns back to the postoflice 
undeliverable mail and most of them 

. my own company included . . are 
lax in this respect. 

Blank cards were, of course, fur- 
nished so that salesmen could report 
new individuals or previous omis- 
sions to be added to the mailing and 
catalog distribution lists. 

The cards were returned to us 
weekly. When they were all in we 
had our catalog distribution list for 
typing the address labels. Roll labels 
were used and a carbon strip at- 
tachment on the typewriter provided 
on the one typing, also, a paper tape 
list for the salesman. This gave him 
a complete record of the initial cata- 
log distribution in his territory and 
enabled him to recheck for omissions. 

In explaining the catalog distribu- 
tion method we used, I should say 
first that our printer is located in 
almost the center of our primary dis- 
tribution area which consists of all 
states east of the Mississippi. It 
should be noted, also, that a 6% 
pound book must be sealed in an in- 
dividual carton to insure safe de- 
livery. We learned that the printer's 
charge for this cartoning was less 
than what it would cost us to do it. 

After thoroughly investigating 
several distributing services, we 
found the combined use of the 
printer's facilities and the mails to 
be the most economical. Under Sec- 
tion 34.77 P. L. & R., there is a special 
catalog rate which, although com- 
puted on parcel post zones, averagés 
considerably less than the corre- 

ntinued on page 124 
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On the basis of the collective experience of hundreds of advertisers, we 
know that the men who plan, design and specify for purchases, are the men 
who must be sold, in order to sell the radio field. These men are the radio 
engineers...the men who evaluate your commodity for the entire industry. 
Sell the radio industry most effectively and most consistently with a plan 
designed to Sell the radio engineer in the three most important media 


<d reaching the electronics field. 


\ 
A DUERTISE tne of the 1. 


the engineer's own publication—his daily desk reference for up-to-the-minute 
technological progress. 


the engineer's source for locating suppliers, merchandise and fellow members 
of his professional organization. 


SHOW in the Radio Engineer's Show — 


the exhibit which runs concurrently with, and in the same place as, the 
yearly convention of Radio Engineers. 
Present your merchandise and services at the point of approval — before 
the radio engineer —in his own publication —in his own yearbook — at his 


own convention. 
Threefold effectiveness and consistent promotion that SELLS the radio 
industry by reaching the men who control sales in your market. 


To SELL the Radio Industry, TELL the Radio Engineers. 


THE INSTITUTE OF RADIO ENGINEERS 


Established 1913 


o& 


“Proceedings of the I.R.E.” The IRE Directory TELL THE : 
oA The Radio Engineering Show RADIO 3 
60303: WEST 42nd STREET, NEW YORK 18, N. Y. A 


Circle 63026 ENGINEERS 
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hew 72-page book that analyses... 


25 ORGANIZATIONS 
SURVEYED 


72 PAGES 


| Business ang Industry 
. Mfluences 
WHO DRAWS UP 3 
yay HOW PURCHASES SPECIFICATIONS 
a COME ABOUT WHO MAKES 
RECOMMENDATIONS 
4 
118 PHOTOGRAPHS 
INTERIORS, 
PURCHASES MADE, 
BUYING INFLUENCES 
INVOLVED 
| 


4 
Qe 


“TARGETS FOR SALES TO 

BUSINESS AND INDUSTRY” 7S 

the latest in Newsweek Magazine's 
continuing study of business 

and industrial buying practices 


In 1950, according to the Department of Commerce, 
America’s firms spent about 68 billion dollars for new plant 
and equipment purchases, and for materials of 
production and operating supplies. 


That was a lot of money; it bought a lot of items, 
involving many men in many places. This year, the figure 
will undoubtedly be higher, and a greater number of 
men will have a hand in its expenditure. 


But just who are these men? What titles or duties 
automatically proclaim to the advertiser or salesman 
“I'm the one you have to sell”? 


Newsweek's latest analytical study of business and 
industrial buying practices answers that question. In its 
27 case histories, “TARGETS FOR SALES” probes deeply 
into buying patterns involving purchases ranging 

from heavy mill machinery to office equipment. It shows 
who was involved in the purchase . . . how he was 
involved . . . and why. 


With its named names, its 118 location-photographs 

of the organizations investigated, and its terse case 
histories, this 72-page book should be a genuine 
contribution toward the solution of many marketing and 
selling problems. Newsweek is offering it without charge 
as a public service to industry. To get your copy, 

just clip and mail in the coupon below. 


and develop more 


| Newsweek 
| | 152 West 42nd St., 
A Newsweek Service 4 
to help businessmen 
in their efforts to refine | Compeny 
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SEND IN THIS COUPON FOR YOUR Pree COPY OF “TARGETS FOR SALES” 


For example — 


How many executives 
enter into the purchase of: 


LUBRICANTS 


OFFICE 
EQUIPMENT 


Please send me, without cost or obligation, a copy 
of your survey of busi and industrial buying 
practices entitled “Targets for Sales.” 
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(ARE THESE ) 


Sales 


Problems 
SIMILAR 


TO YOURS ? 


ay asked, What kind 


A letter the other d 


of work does The Marsteller Cx 


Broadly, we do sales and advertising 
analysis and planning for manufacturers 
publishers and agencies. Specifically 
here are a few of our present 


Assignments 


Reorganization of the ver x 
department of a major industrial 

Analysis of the Canadian market 
potential for a multi-product producer 


Investigation of the advertising 


potential for a new business paper 


Review of the sales promotion 
program and marketing methods of a 


fast-growing parts manufacturer 


Locating several top advertising 
and sales executives for an agency and 


two manufacturers 


Survey of manufacturers’ sales 
quotation practices for a leading trade 
publication 


Our organization is versatile, but our 
time is limited, so it's our policy to take 
only a few jobs at a time—jobs where 
we have experience, so that the client 
doesn't pay for our education—then 

see them all the way through 


It costs you nothing to talk to us about 
your sales and advertising problems 
Further, we keep confidential matters 
conhdential 


THE 
MARSTELLER 
CO. 


612 NORTH MICHIGAN AVENUE 
CHICAGO 11, ILLINOIS 
Telephone Michigan 2-39198 


Marketing Counsel 
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from Washington 


Congressmen take dim view 
of advertising, marketing 


By Stanley E. Cohen Washincton editor 


®@ WITH THE RETURN of a defense econ- 
omy, the Washington attitude to- 
ward advertising and sales expense 
is chilling. On the Hill and in down- 
town offices, there are misgivings 
which only several months ago were 
not evident or were well con- 
cealed 

It is less startling than at the time 
of Pearl Harbor, when some were 
declaring that sales and advertising 
should be shelved for the duration. 
Yet there are precedents being set 


which are potentially dangerous, and 


they are being set by men who have 
little concept of the role of market- 
ing in a half-peace, half-war econ- 
omy 

As an official document of the 
Senate, the Joint Committee on the 
Economic Report has printed a plan 
by its economists to tax advertising 
in order to discourage its use in a 
seller's market, and the Office of 
Price Stabilization, as official doc- 
trine, is saying that increased dis- 
tribution and sales costs must be ab- 
sorbed from profit. Both these pro- 
grams ignore the fact that even in a 
period of mobilization, some indus- 
tries still find it necessary to sell. 


Plan for Slack .. A few days ago, 
I had oceasion to interview several 
legislators and tax experts on a plan 
to permit business to build reserves 
which would be used to maintain ad- 
vertising in “slack” years. From the 
economic standpoint, there was 
much to be said for the plan. Con- 
ceivably, it could dampen spending 
in periods of high profits and high 
taxes, and marshal resources for the 
years when selling is needed most. 

Yet almost without exception, the 
men I interviewed were looking at 
me out of the corner of their eyes. 
Some actually said what they were 
thinking: that this was largely a tax 
dodge, that advertising is a device 
used largely to reduce taxable prof- 


Dangerous and uncertain world condi- 
tions are now linking the problems of busi- 
ness and marketing very closely to politics. 
For that reason. INDUSTRIAL MARKETING 
begins in this issue a new monthly depart- 
ment bringing you news and behind-the- 
scenes reporting of Washington develop- 
ments affecting your sales. advertising and 
distribution activities. 


To do the job. INDUSTRIAL MARKETING 
has called upon its Washington editor. Stan- 
ley E. Cohen. who has covered the capitol 
for this publication for the past decade. In 
reporting and interpreting today’s mobiliza- 
tion. he can be expected to see things more 
clearly in the light of his experience with 
mobilization for World War II and the post- 
war transition back to a peacetime econ- 
omy. These momentous events proved to be 
the greatest marketing story in history . . 
the story of the vast expansion in indus- 
trial and consumer markets that character 
ized America during the 1940's. Mr. Cohen. 
in this department. will attempt to give you 
the same kind of reporting in the difficult 
months ahead. 


its, that there is already too much 
advertising, and that advertising and 
other sales expense are not to be en- 
couraged. 

This attitude crops up at sessions 
of important congressional commit- 
tees. Advertising is really only one 
of the very minor items of business 
expense charged off in the prepara- 
tion of tax returns. Yet in tax hear- 
ings it gets inordinate attention. And 
there are those who would legislate 
a ceiling on the amount of advertis- 
ing any company may include in its 
tax return, although other deduc- 
tions are left confidently to the Bu- 
reau of Internal Revenue, to be al- 
lowed whatever amount the bureau 
considers “necessary and reason- 


able.” 


Military Support. . At the danger 
of self-contradiction, I ought to ob- 
serve that industrial advertising ap- 
pears to stand well, particularly with 
the military services. Some advertis- 


ntinued on page 114 
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$6 PAGE DIRECTORY SECTION, 
Names of Advertisers in Bold Face 


The 286 manufacturers of building products in this | 
+ _ AMERICAN BUILDER Directory Issue get first crack at the 
huge buying power of America’s builders, dealers and | 
jobbers. When these 92,000 top building professionals 
seek product buying information, they find it quickly and 
easily in the advertising pages, and in the 3-part Directory : 
Section printed on colored stock. Names of advertisers are — 4 
shown in bold face. Here is a comprehensive, easy-to-use 
reference volume with year-round sales value. 


Schedule space now for the 1952 Directory Issue 


The opportunity to place your product story before this vast 
audience of building men in the Directory Issue comes but 
once a year, and at one low cost. Make a note NOW to 
include tne AMERICAN BUILDER April Directory Issue on your 
1952 schedule. 


asc AMERICAN BUILDER 48? 


A SIMMONS-BOARDMAN PUBLICATION 
79 W. Monroe St., Chicage 3. Il. © 30 Church St., New York 7, N.Y. 
DALLAS CLEVELAND LOS ANGELES SAN FRANCISCO PORTLAND 


(Used all Yeor by 

Top Building professions! 

Total Distribution 
Advertising Research Foundation 


Holliburton's new 
cement plant at 
Corpus Christi, Texas 


ROCK PRODUCTS 


The men responsible for building and operating 
cement plants the world over will read ROCK 
PRODUCTS Annual August Cement Issue. 


These men have for years looked upon ROCK 
PRODUCTS as the “Industry’s Recognized 
Authority”. 


The 1951 August Cement Issue will contain de- 
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Cement plants must 
continue to operate 
at present high level 


This means a huge equipment market 
that will be given high priority rating 
on critically short raw material schedules. 


A capital investment of 
more than $100,000,000 


will be made in the next 12 months for 
operating equipment, to increase capacity and replace 
obsolete and worn out sections of existing plants. 


New plants now under construction 


will be rushed to completion and major new plant construction 
will be authorized and contracts will be let. 


The cement industry will spend 


in the next 12 months in excess of $10,000,000 for electrical 
equipment for major installations alone and 

additional millions for maintenance, 

materials and operating supplies. 

Use dominating space in ROCK PRODUCTS 

August Cement Issue to tell your sales 

message to this important industry. 

Advertising forms close July 8, 1951 

Make your reservations early 

No increase in rates 


ANNUAL AUGUST CEMENT ISSUE 


tailed discussion of the outstanding expansion 


programs carried on by the industry during 1950. 
There will be plenty of illustrations and diagrams 
featuring the more important operating develop- 
ments. 


Cement men wait for ROCK PRODUCTS August 
issue. Your advertising will reach the men who 
make decisions. 


Roek Produets 


A MACLEAN-HUNTER PUBLICATION 
309 W. Jackson Blvd., Chicago 6. Ill. 
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You can sell materials, parts 


and finishes faster in 


& atle d 

Where more than 18,000 paid subscribers are 
concentrating on M & M’s editorial content which 


| deals exclusively with the materials problems 
of product design and manufacture, 


In the product manufacturing industries, the materials-specifying function is 
exercised within 5 Technical Title Groups: PRODUCT MANUFACTURING INDUSTRIES 
served by M&M 


Technical Management Men + Engineers + Designers 


Automotive products and parts 
Metallurgists + Plant Production Men Aircraft, engines and parts 


Agricultural equipment 


Not all the men in the above five groups are engaged in materials engineering. Railway equipment and rolling stock 
Heavy machinery and machine tools 
The men who do perform the materials engineering function are of utmost im- Light machinery, business machines, 
instruments 
portance to you. These are the men who subscribe to and read Materials & Electrical equip ond 
Hordware, cutlery and tools 
Methods . . . because it is their sole source of authoritative editorial content deal- Building equipment and products 
Process industries equipment 
ing exclusively with the materials problems of product design and manufacture. Ordnance 
Ships, boots. morine equipment 


Containers 


Here, then, is why you can sell materials, parts and finishes faster and more eco- } eg: a 


nomically in the advertising pages of Materials & Methods. M & M brings you 


the largest concentrated materials-specifying audience in the world. M & M's i 


editorial content, of interest on/y to materials engineering men, keeps waste 
circulation at an absolute minimum. 


Industry's 21 market place s 
ervals 


for engineering mat 
parts and fassbes The Magazine of Materials Engineering 


for coer 18.000 man A REINHOLD PUBLICATION = 
perform she matevials- 330 West 42nd Street, New York 18, N. Y. 


specifying function im the 
+ Philadelphia + Cleveland + Chicago * Dallas 
Los Angeles * San Francisco + Seattle 
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@ A bombardment of questions about selling to the government 


has fallen on federal bureaus. To supply the facts. 


the Senate Select Committee on Small Busi has prep 


a booklet, “Selling to your Government.” 


Ss. John Spark 


hai said that 


this material needs wide circulation in the emergency 

and was pleased to grant permission to reprint it here. 

The facts below. although vital, will net drop orders 

on you like manna. They are for self-help. 

Senator Sparkman said in a letter to Industria! Marketing: 

“Selling to the government. like selling to any private firm. 
requires the utmost in initiative. From my experience. 

the firm that gets the contract is the firm that really 

goes out and works for it.” Here are the facts to guide you. 


How small business 


can sell to government today 


1. Is the government 
a big customer 
for American business? 


The biggest! With a range from 
paper clips to battleships, the gov- 
ernment is the world’s largest buyer 
of supplies, equipment, and services. 
This year, for instance, combined 
military and civiliian purchases will 
amount to some $22,500,009.000. 


2. Can anyone sell 
to the government? Can I? 


Any responsible company which is 
able to meet price and specification 
requirements is a potential source 
of supply. 


3. How can I find out if the 
government buys my product? 


All buying broadly breaks down 
into military and civilian. To get 
who-buys-what information, visit, 
phone, wire, or write the following 
places: 

a. Central Military Procurement 
Information Office, Room 3-D-7#0, 


The Pentagon, Washington 25, D. C., 
Liberty 5-6700, Extension 75321. 

Ask for all information available 
including the “Index of Military 
Purchasing Offices” (A Guide to In- 
dustry in Selling to the Military De- 
partments). 

b. Army Procurement Informa- 
tion Center, Room 3-D-749, The 
Pentagon, Washington 25, D. C., 
Liberty 5-6700, Extension 54327. 

Ask for the booklet, “How To Sell 
to the United States Army.” 

c. The Office of Navy Material, 
Room 2202, Main Navy , Building, 
Seventeenth and Constitution Ave- 
nue NW., Washington 25, D. C., 
Liberty 5-6700, Extension 63966. 

Ask for “Purchased Items a 1 
Purchasing Locations of the Depart- 
ment of the Navy”; also, “Selling to 
the Navy.” 

d. Air Force Procurement Divi- 
sion, Directorate, Procurement and 
Industrial Planning, Air Material 
Command, Wright-Patterson Air 
Force Base, Dayton, Ohio. 

Ask for “Follow Me .. A Guide for 
Selling to the United States Air 
Force.” 

e. Federal Supply Inquiry Office, 
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General Services Administration, 
Seventh and D Streets SW., Wash- 
ington 25, D. C. 

Ask for “Basic Facts About Selling 
to the Government.” 

f. Government Procurement Sec- 
tion, Office of Small Business, 
United States Department of Com- 
merce, Washington 25, D. C. 

g. You should also get in touch 
with the United States Department 
of Commerce field office nearest 
your place of business. 

h. Drop in at your local chamber 
of commerce. 


4. The government does buy 
my type of product. How do I 
get started to make a sale? 


Write on your letterhead asking 
the purchasing office nearest you 
which buys your kind of product or 
service to place your name on its 
mailing list to receive invitations to 
bid. 

Tip: Your letter should be a brief 
biography of your business. Don't 
hold back. Tell all, including: 

a. Names of company’s officers. 

b. List and fully describe items 
you want to sell, referring, if possi- 
ble, by number to Federal specifica- 
tions. 

c. Plant location, machines, equip- 
ment, plant capacity, types of build- 
ings, etc. 

d. Give a summary statement of 
your financial resources. (This will 
help the buying office to gage your 
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Winkelman poorly organized ideas” 


Industrial advertising lambasted 


® MORE THAN 165 advertising men at 
the third annual . . and biggest. . 
Ohio Valley Industrial Advertising 
Conference at Cincinnati were re- 
buked for impatience and inconsis- 
tency in conducting campaigns and 
for poorly organized ideas in prepar- 
ing ads. 

The rebukes, tempered slightly 
with observations that much but not 
all industrial advertising is guilty, 
came from two speakers who do not 
produce industrial advertising but 
whose ideas about it, for diverse rea- 
sons, were not to be taken lightly: 
Walter F. Terry, vice-president, 
Calvert Distillers Corp., New York, 
and Charles Winkleman, industrial 
engineering supervisor of the Rich- 
mond, Ind., plant of Belden Mfg. Co., 
Chicago 

Mr. Terry, whose company spends 
about $2,000,000 a year on advertis- 
ing, said that industrial advertisers, 
no less than consumer advertisers, 
often waste their expenditures by 
abandoning campaigns or changing 
themes too soon. 

“Advertisers universally are too 


impatient for immediate results 


Industrial Marketing 


from advertising,” he alleged. “It 
takes time to bring home results.” 

He cited Calvert's “man of distinc- 
tion” campaign which “took five 
years to make the words a household 
phrase.” It was only then, he said, 
that cartoonists began to adapt the 
idea and radio comedians used it in 
their jokes to provide the extra, sup- 
plementary, free advertising that 
gave the campaign its greatest pow- 
er. 

He urged industrial advertisers to 
learn from the mistakes in the con- 
sumer field and to continue a good 
campaign theme for several years or 
risk dumping it “just at the time it 
would begin to pay off.” He said that 
this did not obviate keeping “a good 
alternative campaign in the ice box” 
should market conditions require a 
change. 

Mr. Winkleman, who criticized in- 
dustrial advertisers for poorly or- 
ganized ads, based the criticism . . 
and some other timely observations 

. on a questionnaire survey of 22 
staff and line department heads and 
engineers who influence buying at 
Belden’s Richmond plant. Depart- 


Praise, damnation and 
suggestions for the future 
spark Ohio Valley Conference 
of Cincinnati Industrial 
Advertisers Association 


ment heads were asked their major 
dislikes in advertising. A dislike 
mentioned most often was advertis- 
ing so poorly organized that ideas 
could not be grasped quickly. 

Other common dislikes, Mr. Win- 
kelman said, were ads_ ignoring 
product applications, odd-shaped 
catalogs or pamphlets that don’t fit in 
files, catalogs and pamphlets without 
prices and use of inadequate form 
letters or circulars to answer detail- 
ed letters of inquiry. 

Asked what influenced their pur- 
chasing decisions most, department 
heads rated these selling and adver- 
tising factors: 

More than 60% of respondents 
said that business papers ads were 
the single factor most influential on 
buying recommendations. Most com- 
mon reason listed was that the ads 
were the chief source of new ideas 
applicable to the respondent's work. 

Some 30° rated salesmen first. 
The reason usually was that sales- 
men could give direct answers to the 
respondent's individual technical 
problems. 

The remaining 10% rated manu- 
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An engineer and a purchasing agent be- 
moan bad advertising in this skit by rea! 


facturer’s catalogs and literature 
first . . largely because they were the 
best source of technical data for pur- 
chasing recommendations. 

Direct mail was not rated first by 
any respondent but rated fourth in 
the number of times mentioned, Mr. 
Winkelman said. 


Buyer Dislikes . . Department heads 
listed most frequently the following 
dislikes of salesmen’s actions: 

1. Talking in generalities while 
pretending to know all the answers. 

2. Not keeping promises. 

3. Placing sole interest . . and 
showing it . . in making a sale rather 
than making a satisfied customer. 

4. Promoting sales through gifts 
and kickbacks. 

The annual conference was spon- 
sored by the Cincinnati Industrial 
Advertisers Association, which won 
the 1950 McGraw-Hill award of $500 
for last year’s meeting as the out- 
standing contribution by a chapter of 
the National Industrial Advertisers 
Association. This year’s registered 
attendance of 165 surpassed the at- 
tendance of 125 last year and 133 at 
the first conference in 1949. 

Raymond P. Wiggers, advertising 
manager, Frank G. Hough Co., Lib- 
ertyville, Ill., whose company boost- 
ed sales 15% through advertising in 
1949 and thereby won the annual 


actors at Ohio Valley Conference. Skits 
posed problems ahutnis tried solving them. 


$1,000 Putman award for the best 
documented results from advertis- 
ing said that the company followed 
up by increasing sales 147°% in 1950. 
More than 25° of industrial sales 
were traced to advertising, he said. 

Mr. Wiggers added these other 
1950 advertising results: 238 sales 
leads that led to $1,136,400 in sales, 
two “tremendous new markets” lo- 
cated through advertising leads, and 
a sales cost (including expenses, sal- 
aries and commissions to a sales staff 
of seven men) of only 0.86% of sales. 

The advertising program and dis- 
tribution system behind the results 
were outlined by Mr. Wiggers as fol- 
lows: 

The sales manager, assistant sales 
manager and five district repre- 
sentatives work with 150 distributors 
to sell Hough’s line of earthmoving 
equipment. The advertising depart- 
ment works almost as hard at stimu- 
lating distributors and supplying 
district representatives with sales 
helps as on advertising aimed direct- 
ly at the customer. 

The advertising manager attends 
the company’s sales schools for dis- 
tributors whenever possible and 
calls on distributors personally on 
the theory that the good advertising 
department must keep thoroughly 
informed in the field. 

When a distributor fails to cooper- 


ate in the advertising program, the 
advertising department goes to the 
district representative. 

“On the pretext of refueling him 
with photographs, literature and 
other sales helps these men always 
crave,” Mr. Wiggers said, “we at- 
tract him into our lair for another 
briefing on advertising plans and ob- 
jectives. He likes the attention, ap- 
preciates being advised, is pleased to 
help straighten out distributors.” 

This is part of the department's 
philosophy of seeing that each sales 
and distribution “element” gets its 
hands on the ball in the advertising 
program. That program includes 40 
business papers, sales literature, dis- 
tributor promotion, industrial shows, 
direct mail, classified telephone list- 
ings and publicity. 

To sell management on advertis- 
ing, the department depends on peri- 
odic personal contacts, monthly re- 
ports on inquiries pulled, sum- 
maries on sales traced to advertising, 
a periodic news letter detailing latest 
advertising plans and actions, sales 
analysis reports and presentation of 
letters from distributors compli- 
menting the advertising program. 
The department follows these rules 
in presenting the budget: (1) pre- 
sent the advertising as a sales story, 
(2) insist on giving the budget mes- 
sage orally as well as in writing and 
(3) press for immediate approval. 

James Thomas Chirurg, president, 
James Thomas Chirurg Co., Boston, 
urged industrial advertisers to try a 
new approach to advertising by con- 
sidering it, not a co-worker of sales, 
but a part of the manufacturing 
process. Use advertising, he sug- 
gested, to build into the product a 
“basic sales idea” that is “factual, 
specific, important, competitive and 
dramatic.” 


He cited .. the introduction by 
Worthington Pump & Machinery Co., 
Harrison, N. J., of a portable air 
compressor which the company 
painted blue and trade-marked the 
Blue Brute. He said that this very 
simple . . but highly successful . . 
idea met at least two of the require- 
ments: it was specific, giving the 
product a recognizable identity ap- 
plicable to no other such product, 
and was dramatic, permitting adver- 
tising messages to stand out in com- 
petition and be remembered. 


continued on page 110 


May 1951 | 35 


‘ 
; 
. 
of 
| | | 
4 
— 


t different size and 


Build-your-own models boom 
Fruehauf truck body sales 


By Norman A. Rowe 


BIG advertising campaign has 
boosted sales of Fruehauf Trailer 
Co. from 600 truck bodies in 90 days 
to 3,300 truck bodies in the follow- 
ing 90 days. Dollar volume for that 
3,300 units was $2,500,000 

The campaign, which centered on 
business papers, newspapers, direct 
mail and a model-truck, 
point-of-sale tool, is a true story of 
documented results from advertis- 


unique 


ing 

The full story began shortly after 
the end of World War II, when 
Fruehauf entered the truck body 
business in earnest. Before that time 
the company had concentrated almost 
wholly on truck trailers . . a con- 
centration that built the company 
into the world’s largest truck trailer 
manufacturer, now producing more 
than half of the national output. The 
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company also was a pioneer in the 
field. (The first truck trailer built by 
the company is still in use in a De- 
troit lumber yard after 38 years of 
service.) 

The company’s big try in the 
truck body market started with only 
moderate success. By the end of 
1949, sales of truck bodies . 
sive of tank-type equipment . . had 
risen to 2,800 units. 

We were tooled to make and sell 
more. We were convinced that our 
80 sales and service branches could 
sell more. And we realized that in a 
highly competitive field like truck 
bodies we would succeed only if we 
could step up volume and thereby 
offer better price advantages to cus- 


. exclu- 


tomers 
Part of our difficulty, analysis in- 
dicated, was in a salesman reluc- 


FRUENAUF ALL STEEL 
TRUCK BODIES 


me rugged Frucheut Aeros 
bexty 


ONE “DAY! 


usiness paper campaign 


ne-day jelivery. 


tance to push truck body sales . . 
which average about $800 each 
and to divert any sales effort from 
semi-trailer and trailer train busi- 
ness . . averaging $3,600 per sale. 
The remaining difficulty lay in the 
fact that many of our customers, to 
say nothing of a huge untapped cus- 
tomer potential, weren't aware that 
we were building truck bodies, in 
addition to truck trailers. 

So the company acted. Interest of 
salesmen was spurred by offering a 
liberal, flat commission. Then came 
a new advertising and sales pro- 
motion campaign. 

Sales promotion was spearheaded 
by a new point-of-sale tool. It was 
a cardboard model truck cab, 
chassis and 15 truck body 
ponents that the customer and a 
Fruehauf salesman could build 


com- 


Customer plans . . and builds his mastic-backed parts 
wn truck body with kit of 15 ardboard jesign. Kits are distributed by salesmen featured price and Fe S 
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WE'LL BUD IT! 


MORE THAN 500 BODY OPTIONS 


ere aveileble in 
RUEHAUF 

All-Steel 

TRUCK BODIES 


Ready fer the Bead Metter of 


FRUEHAUF 
Truch Bodees 


Leter .. ads switched themes when sales 


exceeced production capacity, Dackiog rose. 


to any one of many variations to 
suit the customer's specifications. 
This way, the customer could ex- 
periment for his own particular 
needs, see more graphically what he 
was buying . . and get a chance to 
manipulate an absorbing build-it- 
yourself gimmick. 

The cardboard truck and body 
parts, which were incorporated into 
a kit, were developed to dramatize 
(1) the variety of body options, (2) 
low cost and (3) speed of delivery 

. one-day delivery was promised, 
even including painting. 

Each cardboard part was backed 
with mastic and stressed a different 
truck body feature available to the 
customer. Even price tabs backed 
with mastic were included in the 
kit so that the salesman could leave 
a price quotation right on the cus- 
tomer’s model on his desk. Sales- 
men carried a supply of the kits and 
left one with each prospective cus- 
tomer on the round of calls. 

In the first 60 days, 45,000 kits 
were distributed by Fruehauf sales- 
men. The company plans to dis- 
tribute 15,000 additional kits per 
quarter in 1951. In the first month 
that business paper acs offered the 
kit, 100 inquiries were pulled. 

To make sure that the model would 
stay on the customer's desk, the 


THs Copy 


Ru 
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Duplicate . . sqles cal! report was a fac- 


tor in building list of prospects and ulti 


basic truck body section was filled 
with double-sized safety match- 
books . . all, of course, carrying a 
truck body message. More than 
1,000,000 match books have been dis- 
tributed this way. 

Just to check the worth of our 
“you model it, we'll build it” models, 
we supplied each salesman with a 
simple report form asking the name 
of the customer before whom it had 
been placed and his reaction. Cus- 
tomer acceptance was good . . and 
the number of.customers who pur- 
chased truck bodies with the vari- 
ous options available was high. Most 
salesmen reported that the kit had 
been a definite aid in giving a cus- 
tomer the “feel and see” of his body 
needs and had been a valuable tool 
in closing deals. The kits cost 18¢ 
apiece and were printed by William 
Kuttkuhn, Detroit. 

Advertising supporting this ac- 
tivity included the biggest continu- 
ous newspaper advertising campaign 
ever conducted by a truck body 
manufacturer and a monthly series 
of two-color full pages in Automo- 
tive News, Brewers Digest, Commer- 
cial Car Journal, Distribution Age, 
NADA News and Traffic World. 

Other media included direct mail 
to 26,000 truck dealers and 34,000 
vocational truck body prospects, a 


VOCATIONAL TRucK 


Cau 
You've get te 


mate sales of $2,500,000 in 90 days. Copy 
for ad manager helped check ad results. 


broadside to the company’s branch 
sales representatives (who do 95% 
of the business) and distributors 
(who handle the remainder), show- 
room posters, truck-side panels and 
broadsides for sales use. 

All advertising stressed three fea- 
tures of the truck bodies . . price, 
one-day delivery and diversity of 
truck body options. 

Once a week, local newspapers in 
38 company-owned branch cities, 
cities of 50,000 or more and cities 
with Fruehauf resident salesmen . . 
more than 100 newspapers in all . . 
carried a 196-line truck body ad. 
We planned our newspaper cam- 
paign, which ran last June, July and 
August, to cover all major markets 
for truck bodies. 

Spot testing of the campaign in ten 
cities had been successful. But the 
avalanche of orders that came in was 
so unexpected that what we had en- 
visioned as a continuing advertising 
program had to be temporarily sus- 
pended at the end of 90 days with 3,- 
300 bodies sold. The demand com- 
pletely outstripped both our supply 
and our ability to produce, with more 
orders on hand for a single quarter 
than we previously had sold in a 
year. 

Zimmer-Keller, Detroit agency, 
handles the advertising. 
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See-for-yourself press junket 
gets publicity results 


By Claire Trieb Slote Marketing 


® you HAve what you think is a hot 
story to tell to the newspapers and 
business paper press about your 
company's product, services or fa- 
cilities. You write a news release 
that tells the story succinctly and 
dramatically with a good lead and 
plenty of details 

Stop the presses . . and stop that 
news release! 

On a good story, editors and re- 
porters prefer to see for themselves, 
probe about, ask questions and come 
up with something a little better 
documented than a rewrite of your 
news release. . even if it’s a good re- 
lease. When you make it easier for 
them to approach your story like 
that, the results may spell the differ- 
ence between a smash spread in the 
front and an unobtrusive column in 


the back of the publication . . or the 
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difference between an accurate and 
a garbled story. 

One way to make it easy is the so- 
called press junket. You invite the 
press to come to your plant, see 
your product in use, monkey with 
the gadgets. You arrange a confer- 
ence where the reporter can ask 
questions of the men who know the 
answers. You serve him lunch and 

if you don't care how you spend 
the boss’s money . . a drink. 

Both the method and results sound 
terrific, don’t they? They can be, but 
watch your step . . they can be mur- 
der. Muff the job, and you will have 
a group of very irritated reporters 

irritated at you and, what is worse, 
your company. Let me cite an ex- 
ample 

Not long ago I was one of « group 
of business paper editors who ac- 


ssing equipment and answering ques- 
Mr. Mazur (center) enables editors 
top-flight reporting 
mere rewrite of a news re- 


riers ado a 


better coverage on story. 


cepted invitations to witness at first 
hand the spectacular growth of a 
“new” industrial area, visit its in- 
dustrial exposition and, incidentally, 
get in a little fishing. What more 
could any reporter ask? 

Unfortunately, very much. 

On arrival we found the exposition 
to be about as slick . . and of as much 
national importance .. as a church 
bazaar. The industries, of which our 
hosts were justly proud, had been 
developed some eight years ago. In 
short, there was no copy to send 
home to somewhat surly managing 
editors who don't mind a little fish- 
ing, but who do like to see a story 
here and there in return for weekly 
paychecks. 

Capping the climax of this par- 
ticular hegira were the publicity 
men assigned to shepherding the 
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press. They regarded the entire pro- 
ceedings as a wonderful opportunity 
for a personal binge. With the best 
stock of alcohol ever to grace a hotel 
suite, they saw little reason to budge 
from it. 

Reporters don’t expect to be cod- 
died. But these publicity men, had 
they been smart, would have spent 
less time on the bottle and more in 
helping the reporters save time . . 
by making arrangements for meals, 
transportation and any other con- 
veniences possible. 

Sponsoring a press junket so that 
it gets your story across the best 
way and does you no harm requires 
that you know: 

1. Whether the story justifies a 
junket. 

2. How to arrange it. 

3. How to service the reporters 
who attend. 

Let’s take these requisites in or- 
der: 


1. How do you 
know whether 
to hold a junket? 


Finding a news slant in your com- 
pany or product story for the news- 
papers or a how-to-do-it slant for 
the business papers is largely a mat- 
ter of common sense. Watch the 
newspapers and business papers to 
see what they use, figure out a slant 
if you can and decide as objectively 
as you know how whether it’s what 
an editor will use. That is so ele- 
mentary that many companies seek- 
ing publicity forget to do it. 


2. How do you 
arrange a junket? 


When you send out the invitations, 
make sure that they are to editors 
who really have a good chance of 
getting something out of your story. 
Don’t get preoccupied with merely 
lining up an impressive roster of 
publications whose representation 
at your junket will impress your 
brass. When the reporters depart 
and fail to write a story, your brass 
won't be so impressed and neither 
will the editor . . nor will he have 
confidence in you when a _ valid 
story comes your way. 

Staging a junket involves no pro- 
cedural secret. To say merely that it 


is a matter of being as considerate a 
host as you would expect to be in 
your own home might seem obvious, 
were it not for the occasional hair- 
raising deviations from this princi- 
ple. In short, this is what you shouid 
remember: 

When you send out invitations, in- 
dicate clearly whether transporta- 
tion and hotels will be paid for. 
Many invitations are ambiguous on 
this point, and the reporter who goes 
out on a seemingly free expedition 
may have difficulty squaring his ex- 
pense account when he gets home. 

Remember that these people are 
strangers in your midst. You 
wouldn’t leave your home door open 
and expect visitors to go in and ar- 
range their own party. 

Remember That they are there to 
do their job, which is to get a story. 
Since that’s the reason you asked 
them, cooperate in at least leading 
them to it. 

One of the best-organized and 
most effective junkets I ever went to 
was for a new mill of Scovill Mfg. 
Co., Waterbury, Conn. The company 
invited a small group of reporters 
and worked it this way: 

1. Invitations went out well in ad- 
vance, carrying every detail that 
could be asked for: date, time, trans- 
portation (to and from different 
points) hotel reservations, and 
schedule for the day. 

2. Company cars were at the sta- 
tion to whisk writers to the plant, 
where attractive young ladies check- 
ed in each guest on specially prepar- 
ed forms that were already filled in 
with arrival time and transportation 
needs. 

3. A buffet luncheon was followed 
by a quick briefing on the new plant. 

4. Buses took the party to the plant 
where it split into groups of four, 
each conducted personally by an in- 
formed company official. 

5. The smallness of the groups en- 
abled reporters to ask on-the-spot- 
questions easily. After several hours 
on tour, the party went back to 
headquarters, first to be warmed by 
hot coffee, and then for a free-foy- 
all question and answer period. Eg- 
ecutives of the company were ‘n 
hand to provide the answers. j 

6. Printed portfolios with separite 
folders for pictures, general releases 
and even statements by suppliers 


on their equipment were handed 
out. 
7. Finally, the party repaired to 
the local country club for cocktails, 
dinner and one of the best speeches 
I ever heard by a company president 

. a three minute speech! (This one 
was by President L. P. Sperry.) 
Final touch: the master of cere- 
monies announced, “You are all 
welcome to stay as long as you wish. 
We just want to say that all of you 
have been covered by insurance 
during your day with us. The policy 
expires at 12:01 a. m.” 

Actually, this sequence was no 
more lavish nor costly than many a 
fiasco. The fine, dividing line be- 
tween the two is in the thorough 
planning that preceded . . and was 
carried out at .. the “good” press 
party. 


On this score, the most common 
sins are divided between commission 
and omission. On the one hand is the 
I-was-a-newspaperman-myself type 
of host who is so careful not to bur- 
den you with useless information 
that he ends by giving you no in- 
formation at all. 

On the other hand is the host or 
public relations man who rushes you 
through with a we-can-work-out- 
the-slant-later attitude. The best 
example from my own book of hor- 
rors was the executive who suggest- 
ed a story on his company’s and his 
industry’s unusual approach to a 
specific shipping and transportation 
problem. Two reporters . . including 
me .. were assigned to go take a 
look and evaluate the story possi- 
bility. 

The gentleman really took over 
when we arrived. He started by can- 
celling our hotel reservations and 
shifting our bags to his company’s 
hotel suite. 

Very soon it became evident that 
we would see, hear . . and think, ap- 
parently . . only what our host deem- 
ed necessary. While he did usher us 
into the presence of key executives, 
it was impossible to ask a question 
on which he didn’t run interference. 
At each interview it was the same: 
our friend would parry the question 
continued on page 132 
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How six industrial advertisers 


introduce new products 


By William A. Marsteller 


® A SUCCESSFUL company . . to remain 
successful . . must continously seek 
new products or prepare to revise 
old ones 

But what must the company do 
before spending money on adver- 
tising and publicity for the new 
product? And how much money 
should be spent? How do you find 
out? Do you make a preliminary 
market survey? How comprehen- 
sive? And finally, is there any tested, 
sure-fire way to get product accept- 


ance fast? 


Industrial Marketing 


To get authoritative answers, we 
asked these questions of leading in- 
dustrial marketing executives who 
have had significant success in in- 
troducing new products 

R. E. Davis, manager, sales re- 
search department, Goodyear Tire 
& Rubber Co., Akron, O., summed 
it up this way: 

“A manufacturer introducing a 
new product usually studies manu- 
facturing and production factors 
carefully. But, all too frequently he 
does not know the answers to scores 


of questions dealing with markets, 
distribution, merchandising and sell- 
ing questions which he will have 
to face in order to have a successful 
product.” 

The manufacturer should be mak- 
ing a comprehensive analysis of the 
market at the same time that his 
engineering, production and legal de- 
partments are conducting their re- 
search. He has no justification for 
investing money to develop, manu- 
facture and sell a product unless the 
marketing and market factors are 
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reasonably favorable. 

Important facts that an investi- 
gation of the market should pro- 
auce include: 

1. An estimate of the potential 
sales volume . . what is the size of 
the market? 

2. A breakdown of specific facts 
about the potential market . . by end 
user, price classification, channels 
of distribution, geographical break- 
down, seasonal buying patterns, lo- 
cation, and who does the actual buy- 
ing. 

3. The current market trend . . is 
it up or down? 

4. Nature of the competition . . 
who are they, how large, how about 
their reputation, how profitable are 
they? 

5. The channels of distribution . . 
how do the potential customers 
usually buy a product of this type? 
Will our present channels work? 
Can our present sales force take on 
this additional product? 

6. The current price structure for 
similar products . . what are the 
industry practices on prices, dis- 
counts, guarantees? 

7. The advertising and sales pro- 
motion methods currently used on 
similar products what are the 
media employed, what appeals are 
most popular to the customers? 


Importance . . of the preliminary 
steps necessary to find this informa- 
tion cannot be overestimated. With- 
out such data, industrial suppliers 
introducing new products are gam- 
bling unnecessarily. Once the prob- 
lems of production and marketing 
are answered, the company turns the 
spotlight on its advertising and 
sales promotion department. Al- 
though this department should be, 
up to this point, more than just an 
interested bystander, the depart- 
ment’s big job is immediately ahead 
. . for advertising men are the ones 
to guide management in answering 
these questions: 

What factors should govern how 
a new product should be introduced? 
How much money should be spent 
on advertising, publicity, and sales 
promotion activities? 

Broad . . and controversial, too . . 
are these questions. Arthur R. Tofte, 
manager, advertising and industrial 
press department, Allis-Chalmers 
Mfg. Co., Milwaukee, was asked how 


he found the answers. He observed: 

“The factors influencing the 
amount to be spent are many and 
varied. Sometimes sheer lack of 
media in a field prevents the spend- 
ing of much money even when the 
product can afford it. Markets vary 
widely in the ease with which they 
may be reached. The goal should be 
to tell all the potential buyers of a 
new product about it . . whether it 
takes a little money or a lot. 

“Practically, of course, there is a 
limit. For example, it might be pro- 
hibitively expensive to tell all po- 
tential buyers about a new type V- 
belt sheave because of the vast num- 
bers and wide distribution of those 
buyers all through industry. On the 
other hand, a new mechanical sifter 
for candy manufacturers would be 
a relatively cheap and easy item to 
introduce.” 

Mr. Tofte listed other factors to 
be considered in setting the amount 
to be spent: 

1. Desire to beat a competitor into 
a new market. 

2. Wish to speed up introduction 
to meet an exhibit date at a con- 
vention 

3. Need to tie in with dealer ef- 
forts. 

4. Importance of meeting season- 
al deadlines. 

C. Victor Mars, director of research 
and development, Ansul Chemical 
Co., Marinette, Wis., supplements 
Tofte’s ideas with these additional 
factors: 

5. Knowing what’s needed to get 
the product in the hands of the cus- 
tomers. 

6. Knowing whether established 
channels of distribution or new 
ones are being employed. 

7. Familiarity of sales force with 
the new product. 

8. Familiarity of customers with 
product . . is the product entirely 
new, or merely new to the company? 

9. Time element . . how soon does 
the producer expect to get his in- 
vestment back? 

While these are all considera- 
tions, there is no easy formula. As 
H. L. Spindler, director of public 
relations, American Radiator & 
Standard Sanitary Corp., Pittsburgh, 
said: 

“The amount of money spent on 
advertising, publicity and sales pro- 
motion depends basically upon two 


things: the product itself and the 
market potential. I know of no way 
in which to arrive at a general for- 
mula that would even come close to 
being accurate, since each new prod- 
uct is an individual case.” 

In the past several years, Minne- 
sota Mining & Mfg. Co., St. Paul, 
has introduced at least 25 products 
ranging from a new type of plastic 
hand dispensers to surgical drapes. 
Yet, said Robert E. McCumber of 
MM&M, “except in the broadest 
sense we have found no pattern that 
applies to the introduction of all new 
products. Timing and the amount of 
money both vary with the product.” 

The factors determining methods 
of introduction and amount of money 
to be spent depend in almost every 
instance upon the nature of the 
product, company policies, and 
market characteristics. 

But what are some of the methods 
of product introduction? Let’s take 
a_ look at some typical ones. 


How Koppers Did It . . Koppers 
Co., Pittsburgh, used two methods 
of product introduction recently. 
George Van Grundy, manager of 
press relations, observed: 

“When Koppers was introducing 
a new type of heat resistant plastic, 
we had a press party at a New 
York hotel, inviting in editors from 
the New York papers and wire 
services, the editors from the chemi- 
cal and plastics magazines and sev- 
eral others. Total cost of preparing 
the written material and pictures, of 
entertaining 40 editors did not ex- 
ceed $800. Results were highly satis- 
factory. Advertising in the chemi- 
cal and plastics publications broke 
immediately thereafter.” 

But when Koppers later intro- 
duced a new type of industrial fan, 
no press party was held because the 
fan could not be satisfactorily demon- 
strated in a hotel or even at the 
plant. This time, written material 
and pictures were sent out to a care- 
fully selected list of business papers 
and other publications. Again Kop- 
pers felt the results were good. . 
results produced with something 
less than $100. 

Mr. Van Grundy put particular 
value on the following three points 
in planning publicity for a new prod- 
uct introduction: 

1. It is important to have the pub- 
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Seven executives tell how 


they're handling allocations 


During shortages . . a major problem is the fair and proper allocation of scarce materials 
_and products to customers. Because this is a problem which will demand more and more 


in g sh 
agement's answers to these questions: 


ting the p 


®@ How is your pany 


bei 


@ Are you gap 9 


it was selected as the forum subject for May. Here are top man- 


i of fair allocations? 


allocation to all saies areas. distributors, wholesalers or 
users . . or are you following a different plan? 


ka Arthur |. Appleton 


® As a manufacturer serving over 
15,000 different items to the con- 
struction and other capital goods in- 
dustries, our experience, during 
World War II and the present emer- 
gency, I believe the allocation prob- 
lem exists in serious proportions 
only because adequate measures 
have not been adopted 

The CMP and PRP plans of World 
War II, and measures adopted in the 
present emergency to date, have 
failed to effect a pattern of distribu- 
tion promoting full use of the na- 
tion’s industrial potential. [Aware- 
ness of these problems has prompted 


Mr. Appleton to expend considerable 


ejfort in developing a presentation of 
his “Proposed Plan for Control of 
Industry's Product to Serve a Na- 
tional Emergency.” For information 
concerning this, write to Mr. Arthur 
I. Appleton, Appleton Electric Co., 
1701 Wellington Avenue, Chicago 13, 
Illinois ED | 

Our present policy is to allocate 
available products to our various 
sales territories and to wholesalers 
within these territories on a_ basis 
which approximates a direct propor- 
tion to their over-all sales history, 
prior to this emergency period. How- 
ever, we find that administration of 
this policy is made extremely diffi- 
cult for these reasons: 

First, due to shortages of critical 
materials, important segments of our 
production are largely restricted to 
the supplying of DO order demand, 
regardless of which territories or 
distributors are involved 

Second, on a multiplicity of other 
items, the stocks remaining after DO 
order demand has been satisfied are 


not sufficient to fully meet register- 
ed demand. Completely fair and 
equitable allocation of from 10,000 to 


items 
different 


of varying 
uses to 


15,000 different 
quantities and 


about 2500 distributors with differ- 
ent DO order potentialties, carrying 
sales histories, and with locations in 
the separate territories is obviously 
a difficult assignment. 


Robert H. Bishop 


® By applying allocations as equi- 
tably as possible, we believe we have 
made many friends and will emerge 
from this period of shortages with 
our customer relations more cordial 
than ever 

Our business is so diversified that 
it would be impossible to tailor one 
allocation plan to fit the needs of all 
our manufacturing divisions. Most 
of our divisions use percentage al- 
locations: different 
methods 

One important phase of our busi- 
ness is that devoted to radio receiv- 
ing tubes. Our two major markets 


some employ 


in this field are the equipment man- 
ufacturers and renewal sales to dis- 
tributors 

The department handling distrib- 
utor sales of tubes uses the first six 
months of 1950 as an index period 
(since that was the time television 


was coming to the forefront with a 
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rush). Distributors are allowed 
tubes on a pro rata basis, corre- 
sponding to their purchases during 
the index period. Shortages in spe- 
cific types of tubes are met on an 
area basis, instead of an individual 
distributor basis. 

Negotiation plays an important 
part in allocations to equipment 
manfacturers. We visit the major 
manufacturers each month, learn 
their requirements and then draft 
their allocations. After this is done, 
we return to these customers, ¢is- 
cuss their allocation with them and 
modify the allotment where neces- 
sary. This “give-and-take” arrange- 
ment has proved most successful. 

In general our policy has been not 
to take on new customers. We do not 
try to curry favor in markets we'd 
like to crack by supplying them at 
expense of our assured customers. 


8 The only present allocation which 
we contemplate making will be be- 
tween the products that should go 
to export and that which is for 
domestic commercial consumption. 
Obviously, this cannot be made on 
the basis of countries, but rather will 
have to be determined by the alli- 
ances of the United States at any 
particular period of time. 

Primarily, our products are capital 
tools. If the government requires 
continued or accelerated production 
of oil, then it is our belief that suffi- 
cient materials will be allocated to 
enable us to furnish them with the 
equipment they need for their oil 
production or expansion program. 
This same situation exists with re- 
spect to the production and trans- 
mission of power or the maintenance 
and extension of the lines of com- 
munication. 

In this way, those industries en- 
gaged in the most essential civilian 
occupations will receive prior con- 
sideration. Beyond this, it will be 
our policy to take care of our old 
customers first. This, obviously, will 


not mean an even distribution of 
production among dealers or all 


users. 


Charles R. Tyson 
President 

John A. Roebling’s 
Sons Cx 


® For the commodities we furnish, 
at present and for the past several 
months . . particularly since the de- 
fense program was announced . . we 
have demands for materials consid- 
erably in excess of our ability to sup- 
ply, either because of a scarcity of 
raw materials) or because our facili- 
ties will not accommodate the de- 
mand. 

We have developed a plan of vol- 
untary allocation. In developing this 
allocation, we first recognize our re- 
sponsibility to the defense effort, 
second to accounts who have de- 
pended upon us as their source of 
supply, and third to the broadening 
of our distribution in a manner that 
will be favorable to the standing of 
our company on the return of what 
might be considered normal times. 


od 


Chas. L. Saunders 
Executive 


vice-president 
Wheelc 


Instruments 


® On the last day of each month, we 
issue to all our sales offices a “frozen” 
production and delivery schedule 
for the following month composed 
of: 

1. All DO orders received up to 
the “freezing” date. 

2. All orders for equipment cer- 
tified by our customers to be used in 
the production of material called for 
under government contract. These 
orders are of a type where the DO 
for the material under contract is 
not extendible for productive equip- 
ment. 

3. Other orders for each class of 
product up to the maximum of our 
anticipated productive capacity for 


such class in accord with the chrono- 
logical receipt or release date of the 
order. 

Since the priority system allows 
only limited coverage for defense 
supporting industries, we have a 
relatively small volume of rated 
orders. However, the percentage of 
incoming orders carrying a DO rat- 
ing has increased from 8% a few 
months ago to approximately 50% 
during April. Despite material short- 
ages, this scheduling plan has en- 
abled us, thus far, to recognize ur- 
gent business and reserve sufficient 
capacity to take care of non-defense 
orders without too many complaints. 

There are a few items in our com- 
plete line where the rate of receipt 
of DO orders exceeds the rate of flow 
of raw material or components to 
produce the item. In these instances, 
we allocate the manufactured item 
in accord with the rules and regu- 
lations in NPA regulation No. 2 after 
first ascertaining through our sales 
personnel whether or not the entire 
quantity called for on a given DO 
order is actually needed as specified. 

This screening process, face to face 
with the customer and his own pro- 
duction schedule, frequently results 
in spreading the order over a two, 
three or four months’ delivery 
schedule without creating a hardship. 

The “frozen” delivery schedule 
gives our entire organization, especi- 
ally the sales department, a tangible 
and reliable tool to work with in 
scheduling deliveries to meet actual 
rather than anticipated need. It 
avoids arbitrary allocation made by 
the factory production department 
who by the very nature of their work 
would be forced to rely upon re- 
quests and not actual need. 


Clarence B. Randall 
President 
Inland Steel Co. 


= In our business we have faced the 
problem of a fair distribution of our 
output under conditions of scarcity 
since the termination of World War 
II. Although using no exact formula 
we have endeavored to give due 
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Catalog checklist 


® Basic premise: catalogs are for buyers 
seeking sellers. The catalog is a tool for 
product selection. Your buyer will want to 
know: 


1. Is your product eligible 
2. Is it the best buy (size. type. form) 
3. Is comparison fast and easy 


® Have you made his buying job easy by: 


1. Arranging copy in short. self-contained 
units 

2. Logically integrating copy and cuts for 
mind and eye 

3. Starting from the user's need 

4. Using as many pages as needed 

5. Using as much white space as needed 

6. Considering facing pages as units 


By Howard G. Sawyer 


And 


they aren't made from scratch. An 


® cATALOGs don't just happen 


industrial ad man spends a lot of 
time and money on a catalog job. . 
and usually looks around to see how 
George did it 

Using the catalog principles pre- 


sented here, which were fully cover- 


«/ Industrial Marketing 


How to.. and how not to.. design a catalog 


ed in “How to write catalogs,” [IM, 
Jan., Feb.], let's apply them page by 
page to two catalogs, and see how 
the job can be done. 

Henry Weiss Mfg. Co., Elkhart, 
Ind., did a good job. Some pages held 
up well. Others fell down. The prod- 
uct: cabinet showers 

Starting with the cover, we have 
an attempt at visual representation 
of water in the shower, picturing the 
This 
was done by superimposing strobo- 
scopic shots of soft spray, with full 


extremes of spray available. 


round droplets, over a time exposure 
of a hard, fast stream of spray. That's 
the cover background. 

Next is a shower cabinet, a close- 
up of a faucet, and a spot of decora- 
tion, plus a shower floor plan . . “The 
Mark of a Modern Home.” 

Catalog number, trade name and 
product identification appear in the 
upper right. The A.LA. file number 
runs down the right side so as to be 
accessible in a horizontal file. The 
water is blue; cabinet, pink; faucet, 
black 
the corner, yellow. I rather think it’s 


Diagram, reverse black and 


too much for one cover so I would 


sacrifice the water photo and faucet 
and possibly either the cabinet or its 
diagram. 

Page two, with the same colors, is 
selling copy on styling . . “in the 
modern spirit” . . engineering . . “to 
exact standards” . . and other gener- 
al aspects of the product and its ap- 
(illustrated) to various 


homes. This page appears to be aim- 


plication 


ed mainly at the ultimate consumer, 
which, in view of the fact that archi- 
tect and home builder usually dis- 
cuss such matters together, is prob- 
ably o. k. 

Page three displays a full-color, 
stalled in a bathroom corner. The 
layout is somewhat ornate and so is 
the copy. However, an attractive 
feature is a set of five-tipped-on 


illustration of a cabinet in- 


patches showing actual color choices. 

Page four reproduces, in art work, 
“one of the strikingly modern bath- 
rooms in Chicago's new Promontory 
Apartments in which ‘In-A-Wall’ 
(built-in) Weisway VP Master Cab- 
inets are used.” This page is a 
straight ad 

Page five introduces some selling 
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DEADWEIGHT — SHIPBUILDING UNDER WAY IN AMERICAN 
April 1, 1951 


PASSENGER, PASSENGER-CARGO, CARGO 
426,840 D.W.T. 


TANKERS AND BULK CARRIERS 


266,844 D.W.T. 430,174 D.W.T. 


VESSELS UNDER 1,000 TONS 


211,880 D.W.T. 393,474 D.W.T. 


NOW IS THE TIME TO... 


RAISE YOUR MARINE SELLING SIGHTS 


Now Available: Write for your free copy of 
the pilati of ercial shipbuilding 


containing the data from which the above 
chart is based. It lists the owner and the 


In just eight months, the volume of shipbuilding contracts has 


more than doubled, until today it is over a million and a quarter 
tons! With orders for at least 20 additional fast cargo vessels 
soon to come, and a Naval program scaled at better than $2 
billion now authorized, a greater boost in shipbuilding is due 
very soon. 


The shipbuilding market is lusty and active, the user of hundreds 
of materials and products that go into ship construction, out- 
fitting, and maintenance. Establish and cultivate the contacts 
you need to get this marine business. Revise your advertising 
plans if need be, but be sure to get aboard with regular space 
in Marine Engineering and Shipping Review. 

Write for marine market information; a sample of our free 
Weekly Marine Outlook Letter published for advertisers, and 
survey results showing buying influence of chief engineers who 
prefer Marine Engineering almost two-to-one over the next 
publication. 


PLAN NOW for the 1952 MARINE CATALOG 


The Marine Catalog and Buyers’ Directory is the reference 
publication that.one leading marine buyer reports referring to 
some 50 times a week! More important now than ever, it should 
be on the selling program of every company that wants business 
in the expanding marine market 


shipbuilder for every vessel under contract, 
the type of vessel, the total gross tons, the 
total deadweight tons, type machinery used, 
and total horsepower. Write to our New York 
office, 30 Church Street, New York 7. 


NG s mons- Boardman 


New Yorke China Cleveland Washington, D. C. Portiand, Ore. Los Angeles Dallas 
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points: “When buying a cabinet 
shower make these checks.” There 
are five “checks”: 

Shake it! Bump it! 

Check the nameplate 

Check the wall! 

Check the receptor 

Run your fingers along the inside 

joints 

These are undoubtedly valuable 
suggestions, but the “exploding” na- 
ture of the layout makes the page al- 
most impossible to absorb. 

Next follows a pair of spreads on 
“VP Master” and 
“Standard.” Each spread is given a 
different color, which is helpful. But 
while the general plan of each in- 


two models . 


formation unit is well-intentioned, 
there are a number of faults: 

1. On the left-hand page, there is 
too much material: 

a. Heading . .. Weisway VP Mas- 
ter” which should be at upper right 
of right hand page, and “VP”. . 
which is never explained . . is mean- 
ingless nomenclature. 

b. blurb over illustration . . “The 
VP Master is the result of over a 
quarter century experience in the 
designing and manufacturing of cabi- 
. a decidedly minor 
piece of information 

c. extended copy describing the 
cabinet in complimentary but not 
specific terms 

d. reproduction of the shower 


net showers.” 


e. close-up of construction features 

good 

f. thumbnail sketch and descrip- 
tion of an adaptation of the VP for 
“corner entrance.” 

g. table of sizes, catalog numbers, 
shipping weights. Note: the corner 
entrance model catalog numbers 
have a “C” appended to the “VP,” 
which helps, but still no way of 
knowing what “VP” stands for 

h. tiny diagrams of “location lay- 
outs” arrangements of fixtures to 
oblige, location in recess, in corners, 
etc 

Much of that material could have 
been eliminated to give a sense of 
order to the more important ele- 
ments 

The right hand pages of the two 
spreads have a consistent pattern: 
one column of specification data re- 
lating to receptor and walls, option- 
al features, with reference to other 
pages for complete description, and 
architects’ specifications .. all of 
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No spread e « American Mason used a 


spread but not spread layout. This may 


which might better have been put in 
chart form . . and another column of 
two blueprints showing “installation 
details” and “roughing-in measure- 
ments.” To my impracticed eyes, the 
blueprints look small on all pages, 
and on the second spread where a 
light shade is used rather than blue, 
the details are all but indiscernible. 

The layout for the left hand page 
of the second spread is also “design- 
y” and bears little relation to its 
predecessor. The types of informa- 
tion are similar, but their locations 
have shifted. The section on “how it 
a minor element in the 
first instance is given the prom- 
inent position in the second. There 


is built” 


are no diagrams of “location layouts.” 

The next page introduces the 
“Weisway Built-in Standard”; but 
here the information is put all on one 
page: general selling copy, smaller 
illustrations, blueprints of installa- 
tions details, and architects’ speci- 
fications. 

Page 11 tells about glass doors and 
lights. This page is overwhelmed by 
one of the meaningless shapes which 
are used throughout this catalog to 
display headings. Two types of doors 
are amply shown and described, to 
the disadvantage of a tiny cut and 
caption on the “Showerlite,” crowded 
into one corner. 

On the next three pages are 
shown three more models . . “Budg- 
eteer,” “Cottager Deluxe” and 
“Thriftee,” each carrying somewhat 
the same types of information as be- 


TREADS OF mason 

FOR FLUSH BETTING & com TYPE OF 


nfuse average buyer, send him else- 


where to buy abrasive metals 


fore, but with no application draw- 
ings. A little study is required in 
order to distinguish one model from 
another. 

Page 15 turns abruptly again to 
selling copy, using a layout remi- 
niscent of page 5 to show various ac- 
tivities preceeding and following 
which it is desirable to take a 
shower. 

Next comes a special spread on 
the “Vitreceptor,” with the elements 
flung all over the area. 

Page 18 describes cabinet showers 
for commercial installations 
sketches of hospitals, schools, hotels, 
plus the most general type of copy, 
like: 


The opposing page (19) catalogs 
nine types of accessories. On the re- 
verse of this page (20) are roughing- 
in dimensions for these accessories. 
Certainly these two pages should 
have been made facing so as to form 
a complete and logical information 
unit. 

Pages 21 is crowded with the fol- 
lowing: 

a. a selector guide “Comparison 
Table of Weisway Cabinet Showers” 
sontinued on page 136 
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“I'd like to show you 
how we build sales with 


“DYNAMIC 
SALES 
MANAGEMENT™* 


“I used to run myself ragged traveling all over, “It was a pal of mine—another Sales Manager—who 


checking up on the work of individual salesmen. gave me the answer that since paid off big. I was : 
That in itself was costly. Worst trouble though, was beefing one day in the locker-room; he offered to b 
getting all the facts together in the office before I show me the methods by which Remington Rand 

started. It took days. had helped him lick the same problem. 


SALES MANAGEMENT today has many urgent—and 
rapidly changing — problems, in addition to its 
normal task of building volume. Genuine sales 
control based on hard sales facts can help you 
solve these problems. We'd like you to see Rem- 
ington Rand’s new 30-minute full-color movie, 
which shows how sales control gets results for a 


typical firm. 
In this film you will see vividly presented the 
means to answer these questions—and many more: 


* How to allocate fairly your production of 


“Remington Rand gave us a modified form of the regular products 
same systems my friend has. Since then, while I still © If defease orders are te part replacing regu- 


travel some. I get all the facts I need first, in far 
less time. Sales are way up too—that’s the pay-off.” 


lar production, how to keep good-will con- 


tacts with customers you can no longer sell 


* How, with a depleted sales force, to realign 
territories for adequate coverage 


*Dedicated to the National Sales Executives Clubs 


FREE SHOWING. For an individual or group showing of “Dynamic 
Sales Management,” phone or write your nearest Remington Rand 


office. Meanwhile, ask us to send you a 24-page handbook, “How to /? 
Increase Profitable Sales.” Write today te Management Controls Ref- nee 


erence Library, Room 1125, 315 Fourth Avenue, New York 10, N.Y. 
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With books like Ordnance Production Methods, 

as well as with its monthly articles, MACHINERY is 

providing one of the basic tools for successful 

rearmament — accurate technical information on the ways and means 
of metalworking. 


For an example of technical reporting at its best. be sure to see 
the July issue — MACHINERY’S report on the latest developments 
in the field of Aircraft Production. 


MACHINERY 
48 | Industrial Marketing 


Such Impressive Proof 
Editorial Authority! 


Editorial information of lasting value builds readership that lasts—thorough, 
intense readership that carries over in strength to MACHINERY’S adver- 
tising pages. 

Want proof? A new book, Ordnance Production Methods, which we have 
just published, consists entirely of articles which originally appeared in 
MACHINERY during World War IL When the present rearmament pro- 
gram started, manufacturers began requesting copies of so many of these 
articles that we published them in book form. Since its publication in March 
the demand for this book has exceeded our fondest expectations. 


Here are 542 pages of proof of the vdine of MACHINERY’S editorial infor- , 
mation in one field alone —- ordnance production. This is not an unusual ex- 
ample; MACHINERY has been publishing information of equal usefulness 
and authority on every phase of metalworking for over fifty-seven years. For ; 
example, much of the information in MACHINERY’S Handbook, recognized i 
as “The Bible of the Mechanical Industries.” originally appeared in 

MACHINERY. Over 800,000 copies of this Handbook testify to its authority 

in the metalworking field. 


7 


Material of equal importance is published every month, providing engineer- 
ing and manufacturing executives with the techni- 

cal information they need and use in their work— 
including the important work of selecting and 
specifying the materials, machines, tools and 
equipment they use. 


Over 300 advertisers choose MACHINERY 
because it consistently commands the atten- 
tion of the men who are the actual buying 
authorities in the volume-buying metal- 
working plants). MACHINERY gives 
them the best kind of support for their 
advertising — and for yours! 


The Industrial Press, 148 Lafayette 
Street. New York 13, N. Y. 


An Industrial Press Publication 


Production in the Manufacture of Metal Products 
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romotion 


comment on catalogs 
exhibits / motion pictures 


Monsanto booklet synchronizes 


sales, ad staffs on inquiries 


THIS IS THE 
MONSANTO LITERATURE 
YOU REQUESTED 


processes may 
pe the literature 


ns. If mot, please let 


ard ws for your 


at Nearest 


Cordully 


MONSANTO CHEMICAL COMPANY 


St. Louis, 
phosphate 


® monsanto Chemical Co., 
digging 
rock from under the pasture lands of 


finds profit by 


Tennessee . . thousands-of tons each 
but is happy with 6% of this 
as free phosphorous (the element 
that makes a profit for Monsanto) 


year 


This percentage of “pay dirt” is re- 
latively small, the size of the mining 
operation substantial. But the profit 
is good 

Perhaps familiarity with this kind 
of production situation has led to the 
company's approach to an advertis- 
ing and sales promotion problem 
You 


handles its in- 


handling might say 
that the 


quiries like a mining operation. In- 


inquiries 
company 


stead of strip mining the topnotch 
inquiries, and kissing off the remain- 
der as not worth the time and ef- 
fort, the company digs deep for the 
ore that is hidden in the “second- 
rate” inquiries. 

The result has been a very thor- 
ough and detailed system, requiring 
close synchronization of the sales and 
advertising staffs. A complete de- 
scription of that system and why it 
was evolved is presented in a 32- 
page booklet, “Let’s Synchronize,” 
published by the company for distri- 
bution to every company salesman 
and advertising man. The aim is to 
keep them indoctrinated, informed 
and working to make the system 
produce new customers. 

The booklet is working well . . and 
there is plenty to work with. In- 
quiries advertising are now 
coming in at three times the rate of 
any comparable period. 

The system described by the book- 
let is this: 

All inquiries, except obvious duds, 
receive some information. And even 
the duds are answered, usually with 
a polite “thank you, but we only sell 
to industry.” A reply card is enclosed, 


from 


and if it is returned with a second 
request for information, the dud is 
into a (and 


ultimate 


converted prospect 


sometimes into cus- 
tomer) and gets his literature 

After the duds come borderline in- 
quiries . . typed coupons with a resi- 
dential address; students at technical 
science clubs and people 
wanting for talks. In- 
stead of expensive literature border- 
liners get product which 
give a brief view of the product and 


schools 


information 


reports, 


its advantages 


ideas 


slide films / sales helps 


Borderline inquiries also receive 
a reply card, and its return places 
them in the definite prospect class. 

The third type of inquiry is fairly 
easy to evaluate . . it comes from a 
recognized individual or company 
that could be expected to show in- 
terest in the products. These get full 
literature and prompt sales action. 

Monsanto describes its inquiry 
screening plan to salesmen as “a 
literature-saving plan to upgrade 
your inquiries.” It is used only for 
inquiries resulting from national ad- 
vertising all trade advertising in- 
quiries are sent directly to divisional 
sales managers for handling 

The booklet offers some pointers 
in question-and-answer form on 
how to evaluate various kinds of in- 
quiries received: 

“Would you say that a penciled 
inquiry with a man’s name and a 
residential address was a dead duck? 

“No . . he might have been struck 
by your ad while he was relaxing in 
his own home. He may be a design 
engineer, a production manager, a 
foreman, or even a purchasing agent. 
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Koppers keeps visitors happy 
with story of coke ovens 

A 20-page booklet about the com- 
pany, its products and activities is 
left where visitors (including sales- 
men and customers) can scan the 
pages while 
ments in reception rooms of plants 
and general offices of Koppers Co.. 
Pittsburgh 

In slick digest form the booklet 
tells how the company got started 


waiting for appoint- 


and how it solved some problems in 
growing into a major designer and 
builder of coke oven plants and blast 
furnaces and a maker of tar prod- 
Copies 
mailed to business paper and news- 
paper editors for their morgues and 
libraries of background information 


ucts and chemicals were 


| 
Thank you 
: for your interest in Monsanr 
praducts. Where necessary, we have 
timed eter J s of Monsanto tc 
end additonal printed information 
answers your quest: 
s help you further 
nvemene. If you wll spectfy your exact 
ceds, a Monsanto representauve will call 
t you preter mpfete informanon will 
forwarded you by letter. Sumply send the 
rtached card of telephone you 
Monsanto office and let us hnow how we 
May serve you further 
A 
par erature tnank r 
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communieé 


open 


@ Customers are Very Important People. 


The new ones who are coming into the picture with high priorities 
must be found. They are the people we can sell today. But the 
old customers are important, too . . . even though present restric- 
tions prevent us from selling them all that they would like to 
buy. Tomorrow, next month, or next year we may want 
their business badly. 


That's why lines of communication with customers must be 
kept open . . . and that’s why N.E.D. is today’s ideal adver- 
tising medium. With its high readership among 200,000 
executives, N.E.D. will search out new customers... and 
it will also keep your old friends reminded of your com- 
pany and your products. 


A PENTON PUBLICATION | 


1213 West Third Street 
Cleveland 13, Ohio 


CHECK AND pas 


ALONG 


— 
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65,100 
AOPIES 
Rotal 
distribution) 

200,000 
READERS 


measure for MeCasuUre... 
your strongest 


Here are highlights from the new Iron Age NIAA Market 


and Media File ... the key factors that have made and 


CIRCULATION LEADER — Metalworking is growing 
mightily—and The Iron Ace has grown in step with 
it... today continuing to maintain the largest weekly 
distribution in the industry . 28.610 copies as of 
April 19, 1951. For you—for increased effectiveness of 
advertising—this means 97°¢ buying power coverage 
of metalworking (plants of 20 or more plant workers) 
... actually penetrating a total of 17,242 plants. This 
is proved coverage, demonstrable by actual coverage 


figures in every major division of metalworking. 


BUYER COVERAGE—Current. continuing Buying In- 
fluence Studies for various types of metalworking 
equipment show the clearcut buying partnership be- 
tween the administrative executives who appropriate 
the junds, and the operating executives who determine 
type, size and make. And these same studies nail down 
The Iron Ace’s horizontal readership across metal- 
working management . . . administrative, production, 
engineering, finance ial, purchasing. You know your ad- 
vertising in The Iron Ace is read by the men who buy. 


EDITORIAL LEADER—The Inow Ace is written to be 
read on the job, at the plant . . . the latest technical 
material is lucid, easy-to-get-into-use style, illustrated 
for explanation and not entertainment. Its news pages 
are ahead of the general newsweeklies . . . terse, timely 
and full of meat. No effort has been spared—improved 
format, editorial research counsel, ete.—to increase 


reader traffic and give more to the reader per-minute- 


kept The IRON AGE No. 1 in the metalworking market. 


invested. Your own advertising benefits by these read- 
ership assets. The IRon AcE is metalworking’s busiest 
shopping street. 


MARKET PIONEER—First to make a complete mar- 
keting analysis of metalworking using the U.S. Dept. of 
Commerce Standard Industrial Classification Code. 
From this census, The Iron Ace publishes Basic 
Marketing Data, a 3-volume study now in wide use 
by manufacturers selling the metalworking field. 


MARKETING COOPERATION—Consider The 
Ace a working partner to your own sales research 
operations. Our research files are fat with helpful 
studies on a variety of metalworking products . . . 
Power Transmission, Plastics, Mechanical Rubber 
Goods, Materials Handling . and many others. 
Market possibilities of new products are constantly 
being investigated and older studies being brought up 
to date. This is a service to you without obligation. Ask 


about it. 


ADVERTISING SUPREMACY —Your soundest yard- 
stick ... pages in the paper. Year after year The Iron 
Ace has earned the greatest number of pages of any 
metalworking medium. This advertiser-agency confi- 
dence has been confirmed again and again by count- 
less preference studies. Chances are your strongest 
competitors are in The Iron Ace right now. How 
about you? 


¥ 
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metalworking medium! 


Contact your nearest tron Age representative or write to The IRON 
AGE, 100 E. 42nd St., New York 17, N. Y. for your copy of the new IRON 
AGE NIAA Market and Media File . . . bursting with detailed facts and 
figures to prove to you that The IRON AGE is without a doubt. . . 


first with the reader... the advertising leader” 


the only @ metalworking weekly 


A CHILTON PUBLICATION, 1600 E£. 42nd ST., NEW YORK 17, N. Y. 
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Since he is at home, there's no type- 
writer in sight. He left his title at 
the plant. His wife borrowed his 
fountain pen. He's getting ideas in 
his arm chair. The telephone pencil 
is at arm’s length. So .. . 

“Would you say that an inquiry 
that did not come from a company 
address was a cold potato? 

“No 


your products don't want their of- 


lots of men who will buy 


ficial connection known until they 


are ready to talk business. Some 
really big wheels know that informa- 
tion costs the advertiser money. 
They would like to look over the lay 
of the land before asking the adver- 
tiser to break his neck as you 
would do if you knew the inquirer 
was Mr. Big 

“So their inquiries may come in 
anonymously, scrawled with a ball 
point pen and a residential address. 
Or they tell their secretaries or their 
sons-in-law, or even a friend to send 
in the coupon ; 

“Would you say that an inquiry on 
a company letterhead or a coupon 
with the title, ‘purchasing agent’ 
filled in could be a dead duck? 

“Yes 


buying can use a company’s station- 


people far removed from 


ery. In some organizations, the pur- 


chasing agent does not choose a 


product; he merely attends to the 


WHEELCO 


quare span rea er 7h 
ind W hee er 
hica estir he technique's 


on humor 


Satety tips emphasized with cart 


ered by lowmotor rp., Cleveland 
of getting what 
dozens of other people in his organi- 
zation have selected.” 

To handle these and other in- 
quiries properly, Monsanto lists “five 
commandments”: 


complicated job 


1. Send back a response to every 
single inquiry. 

2. Dispatch information (booklet, 
letter, etc.) as quickly as possible. 

3. Follow up all manifestly valu- 
able leads promptly. 

4. From phone 
books, and people in the vicinity, try 
to ferret out what's behind an an- 


city directories, 


nonymous inquiry 

5. Never, never conclude that any 
inquiry is a dead duck without some 
follow-up. 

The 
system 
sees that 
pects. and gets some kind of answer 


over-all inquiry-handling 


saves expensive literature, 


it gets to promising pros- 


in the mail immediately. The adver- 
tising department does not pass ob- 
vious duds on to the sales depart- 
ment, and it forwards doubtful in- 
quiries only after mailing a product 
report to the inquirer 

Monsanto division sales managers 
have set up a routine that gets re- 
quested literature in the mail quick- 
ly. Monsanto says there are two ur- 
gent reasons for promptness: (1) ihe 
inquirer’s interest is keyed up and 
(2) the interests a Monsanto ad has 
aroused don't have time to switch 
over to a competitor's product. Fur- 
ther, the company believes, to give 
every inquiry a reply . . fast . . is 
simply good manners. 


Sharks teeth draw buyers 
at meat packers show 


Many industrial advertisers won't 
use a promotion stunt that is not re- 
lated to the product, but National 
Provisioner, Chicago meat packing 
publication, used sharks’ teeth and 
got away with it. 

The publication gave a genuine 
shark's tooth to every visitor at its 
booth at the National Independent 
Meat Packers 
convention. The envelope containing 
the tooth advised visitors to “take a 
healthy bite out your prob- 
lems” by reading a certain publica- 


Association annual 


good 
tion. 


Promotion problem? Dravo 
let's the auditor handle it 


Letting George do it is not usual- 
ly a good way to get things done. But 
Dravo Corp., Pittsburgh, is ably pro- 
moting company products and pres- 
tige by letting the employes do it 

In an annual contest, the company 
gives $500 in prizes to employes for 
the best technical papers published 


or presented orally at technical 
meetings. First prize of $150 has 
been awarded this year to L. F. 
Adams, auditor, for his paper, 


“Centsless Accounting,” which de- 
scribes Dravo's technique of elimat- 
ing pennies in company bookkeep- 
ing and which was published or 
quoted from in more than 50 news- 
papers and magazines. 


Monsanto booklet 

SAFETY TIPS SAFETY TIPS ‘ 

niinued trom page 50 

\ 
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Don't “jam” your brakes...skid Riding on forks is dangerous 
marks are signs of bad driving ... don't permit it on your truck. | 
ee) manufacturer of lift trucks, with these post- 
ers tor piants of customers, prospects 
| 
ing power with this letter mailed to buyers 
Industrial Marketing 


source 


salesmanship of America’s 


reatness 


‘ 


The things that make America great were first only ideas. 
To become realities, they had to be sold as good ideas. 


Settlement in a new land to escape oppression. Revolution against 
tyranny. Independence. Democracy. The development of new fron- 
tiers. Wars to preserve liberty at home and around the world. These 
were all mighty ideas that Americans had to be persuaded to believe 
in. Each required sincere, skillful salesmanship. 


And before American technological and productive genius could fashion 
the endless flow of material advantages we enjoy today, Americans had 
to be sold the ideas. Someone had to convince millions of people that the 
idea of the automobile was better than the idea of the horse ... that the 
idea of the accounting machine was better than the idea of the Boston 
ledger ... that the idea of the electric refrigerator was better than the 
idea of the icebox. 


Today American salesmanship faces its greatest challenge. It must sell 
the American idea to the world. For even as a successful business would 
court disaster if it assumed that the intrinsic worth of its product 
precluded the necessity for aggressive salesmanship, we as a nation 
face a losing battle unless we can demonstrate to the world at large 
that the American concept of democracy is preferable to any totali- 
tarian ideology. 


It is a tremendous job to which we must dedicate all our tremendous 
resources of salesmanship and business acumen. How well we now 
execute it... how persuasively we now keep America strong and 
merchandise America to the world . . . will determine what the world 
of the future is to be. 


WHEREVER THERE'S BUSINESS THERE'S 


Burroughs 


May 88 
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Advertising tax suggested 


® One of the most astounding proposals ever pre- 
sented for possible legislation is contained in a 
report submitted by the staff of the Joint Com- 
mittee on the Economic Report, representing both 
houses of Congress. The suggestion is for a 20 to 
25°, tax on advertising, the reason offered being 
that this would discourage purchase of scarce ar- 
ticles and thus help the fight against inflation. It 
would produce an estimated $1 billion a year in 
new taxes. 

Members of the joint Congressional committee 
which issued the report disclaimed approval of the 
suggestion, realizing that it is such a radical and 
questionable idea that it would meet with general 
opposition from all familiar with the economics of 
distribution and the role that advertising plays in 
the American economy. 

While the report did not discuss specifically any 
particular type of advertising, it was apparently 
aimed at consumer or general advertising. But it 
did not specifically exempt industrial advertising, 
which in a war or semi-war economy plays a great 
part in disseminating information about the ma- 
chines and materials needed for expanding and 
improving industrial production, as well as helping 
to maintain the equipment on which productivity 
depends 

It seems to us completely unlikely that any 
serious consideration will be given to a suggestion 
of this kind. Nevertheless, the ‘very fact that the 
proposal has been published should make all in- 
terested in marketing realize that the processes 
of distribution and sales, on which the high stand- 
ard of living of the American public depends, are 
not really understood by many who wear the label 
ot experts. 

Industrial advertising, which constantly promotes 
the development of better and cheaper products, 
is an economic factor of prime importance in the 
continued expansion and improvement of our 
economic machine. It stimulates constant improve- 
ment in the manufacture of capital goods, par- 
ticularly those needed for greater efficiency in the 
production of machine tools and other industrial 
equipment, but it also enables producers of con- 
sumer goods to step up quality and reduce costs. 

The proposal for a tax on advertising came at a 
time when an inventory expansion of many con- 
sumer products began to worry economists and 
other observers of the business scene. Even in a 


sstrial Marketing 


speaking 


mobilization economy, competition is still in evi- 
dence, because many products continue to be 
available. Advertising plays a basic part in creating 
demand, whether the buyer is an individual con- 
sumer or the head of a manufacturing company, 
a public utility or a mining operation. 

While this subject is before Congress and the 
country, everyone concerned with the stability of 
the national economy, and with efficient market- 
ing and advertising, should register strongly the 
facts about the part which advertising plays in 
building sales, employment, profits and govern- 
ment revenues. Without it, business would move 
at a slower pace, the standard of living would fall, 
and a tremendous burden placed on the shoulders 
of the selling organizations of manufacturers, dis- 
tributors and merchants in all lines. For them ad- 
vertising plays the role of creating and stimulating 
demand, and manufacturing potential sales which 
can be realized by salesmen in all departments of 
the business structure. 


Prices and discounts again 


® From time to time INDUSTRIAL MARKETING has dis- 
cussed methods of pricing industrial commodities, 
and has pointed out the unwieldy price structure 
resulting from a system of list prices and multiple 
discounts, still generally used in many important 
industries. 

For that reason we were particularly interested 
in the pricing policies of the Polyken Industrial 
Tape Department of Bauer & Black, whose success- 
ful marketing program was described in the April 
issue of this magazine. Polyken uses a net price 
system, with mark-ups determined by the size of 
the orders. The distributor organization created 
since the war by Polyken has greatly expanded 
sales and broadened the markets for the industrial 
tapes of this company, and certainly the simplifica- 
tion of the pricing system employed by Polyken 
has aided them and their salesmen in accomplish- 
ing this objective. 

Probably the chief reason for the continuance 
of list-and-discount pricing systems has been the 
desire to include price information in general cat- 
alogs issued at long intervals. However, in view 
of the fact that discount sheets must be constantly 
sent out as a means of keeping the current price 
picture up-to-date, the list price means so little 
that it might well be omitted from catalogs having 
a considerable term of active use. 


= 

ss Ind 


WHEN TODAY'S “WAR EMERGENCY” 
BARS YOUR SALESMEN 


sells inside 


92% of all refining operations 


PREFERRED—Refinery Catalog gets your refining industry 
catalog data through the gate into the hands of buyers and 
specifiers and keeps it there. 989% of oil processing plant 
buyers say they use the Refinery Catalog to specify, order 
and recommend equipment and materials. Through twenty 
years of consistent usage these engineers have developed the 
habit of “looking it up first in the Refinery Catalog.” 


THOROUGH— Copies are distributed directly to individuals 


responsible for 98% of refining, natural gasoline and petro- 


title and/or function as having influence or 
authority in the buying of equipment and ma- 
terials. Name your prospects, and check them 
against Refinery Catalog’s distribution list-- 
your Refinery Catalog representative will gladly 


show you this world’s most complete, most authoritative 
list of refinery, natural gasoline and petrochemical plant 
buyers. 


INEXPENSIVE—S8 pages for as little as ‘$1160—2-edition 
rate. Individually distributed catalogs—to make comparable 
impression—require expensive art work, paper stock, covers, 
facilities for mailing and padding to give size, weight and 
prestige—whereas Refinery Catalog is referred to for its 
own value. You can estimate better than we how much it 


filing systems. Call your Refinery Catalog 
representative today—he will show you how 
to save your salesmen’s time and how this more 
effective cataloging method can pay dividends 
for you. 


‘ chemical plant operations throughout the world—99.8% of costs you in lost sales to miss having your sales data at . 
U. S. operations. These copies are sent upon specific requests hand when a buyer needs it. When you file your catalog : 
from a recognized oil company or contracting in Refinery Catalog, it has escaped the waste ; 

firm executive to men designated by name, basket, the dark corner and the vagaries of : 


NEW YORK 17—Roger Motheral (Vice President Eastern Sales), Nelson Bigelow, 
250 Park Avenue, Eldorado 54012 @ CLEVELAND 15—Bill Westfall, 1010 Euclid 
Ave., Main 1-2550 @ CHICAGO 4—H. G. Fitzpatrick, 332 So. Michigan Ave., 
Wabash 2-9330 @ TULSA 3—Bill Atcheson, Hunt Building, Phone 3-1844 @ 
LOS ANGELES—Jay Curts, W. W. Wilson Bidg., Huntington Pork, Jeff 1219 
@ HOUSTON—Charley Wyatt, Doug Craig, P. O. Box 2608, Linden 3141. 
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One Picture vs. Many . . 


The pictures in both ads were case history 
presentations of installations in customers 
plants. 


What might be considered a smash page 


t Detroit St came off 


a page with 


ise Electric 


Tee bere Comrany 


This good ad for boxes looks like one for trucks 


tes the per cent of readers who 


Ads and scores represent highlights of industrial advertising Cs} Seen-Associated <« 
readership as reported by Daniel Starch & Staff. New York. Ads 
are from January issues of Factory Management 6 Maintenance. 
Machinery. Power. 


said they remembered seeing the ad and associated it with the 


name of the product or advertiser 


8 Read Most denctes the per cent of readers who read 50°, 
What Readership Scores Mean . . Symbols and percent- r more of the copy 
ages show readership for each component part of ad. Scores for 


entire ad are at top. Test your judgment of advertising pulling Cost Ratio ‘ells the relations 


hip between the cost per hundred 


62 readers (wh noted,” for example) for a specific ad and the 
wer. . see page 
” P rresponding median average cost for all the ads in the,same 


issue. A “Noted” cost rati { 175, for example, would mean that 


percentage of readers who, when inter the ad “stopped” 75 more r Joliar than par for the 


oO Noted 


viewed, said 


sen an ad—whether or issue, par being 100 and representing the median average cost 


below 100 is below 


they as 


vee 
sme $4006 
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nly one picture for Westingho EE ‘ We! 
r pport the pictures with operating data \ 
inalyse Emphasis was on plant 
ture ew ip big, and suf ted 
t with a head and text zmmed with the 
| 
they remembered having sel 
not tmmssociated the ad with the name of the product or ad Thus a cost above 100 is above average; 4 
ertiser average 
Primary vs. Secondary Interest.. 
t these two ads for General Box hi 
ittracted re than twice as 4 > on 
r vere 208 ior pallet boxes 
r y. The hich ring ad turned the 
k by appealir 1 strong interest of Dall otha 
cf y eacel naustriai truck inaus 
truck advertising generally gets high "= a i 
for py research is first find out what ——- 
cen 
roducts have greatest interest in a certain oan 
ttion. Then the advertiser an tie in ‘al com 
ha cory on Geet 
ther advertisers wh iid tie their 
Factory include manufacturer ele i 
tor ibricants, belts, bearings and 


USE THIS PUBLICATION 
TO SELL THE INDUSTRIAL 
SOUTH AND SOUTHWEST 


| 


Big Stuff at Red Stick—Es<o Stand- 
ard’s new 2'4 million dollar mechanical main- 
tenance building at Baton Rouge, Louisiana is 
equipped with $750,000 worth of machine 
tools and equipment. The magnitude of this 
installation is typical of many others through- 
out the booming South and Southwest. 
* 

Recently a buying-performance study was 
made among Southern and Southwestern 
plants owned by or closely affiliated with 
Northern companies. The survey revealed that 
94° of their orders for equipment and sup- 
plies are placed by these Southern and South- 


western plants. 


Even in the case of major plant expansions 
the figure is 63°. 

SOUTHERN Power AND INbUsTRY is edited 
expressly for this fastest-growing industrial 
market. It puts advertising in touch with 
millions of dollars of Southern and South- 
western buying power unreached by national 
power and industrial publications, Write for 
the facts. You will want to schedule extra 
space for SPL 


Seuthern Power and Indasiry 


806 Peachtree St.. N. E. @ Atlanta S, Georgia 
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They are the men who are designing for defense—and 
redesigning to meet new conditions imposed on 
civilian output. 


Whether your product, or your competitor's, is specified 
by them may depend upon reaching them now. They are 
searching for new ideas to improve performance—and 
to meet changing conditions. Tell them what your product 
will do for theirs—how you can help solve their current 
design problems. The place to get their attention is in 
MACHINE DESIGN because 


s 
aé 
ge 


MACHINE DESIGN reaches the engineering departments 
of every worthwhile plant manufacturing appliances, 
equipment and machines. These are the 9,900 plants 
which account for 98% of this $31 Billion market. 


With such thorough coverage, and intensive readership 
among 60,000 engineers, MACHINE DESIGN gives you 
the most powerful acceptance-building tool you can use. 
It's the one best place to tell them how your products 
perform under certain conditions; of the properties of 
your materials; and other factual data that will help 
them solve their design problems. 


Your job of “getting it specified” is made easier when 
you give design engineers the information they need— 
when they need it—in MACHINE DESIGN. 


A PENTON PUBLICATION ¢ PENTON BUILDING, CLEVELAND 13, OHIO 
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1 LONGER OIL LIFE 
2 GREATER PROTECTION ast RUST 


Which ad got the highest 


Starch score? 


Helps units keep their teeth... 


New vs. Problem . . These two sides of an insert for 

Standard Oil Co. (Indiana) in Machinery differed widely 

in appeal. The front side had the “new” headline; back 

side, the “problem” headline. Which side attracted more 
ders? For the see page 124. 
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F Cover picture. . 
Being both specif znd general is the air 
3 mmpacion for a relatively new ine f > > 
indu n heatir inits. In ads like these 4 
the mpany is ising dram paint a 
ings Dacked up Dy ne-word poster-style ‘ Se - 42 4 
vantage { specia r n feature 
4 A secondary reason for the serie s = 
jucts which have been advertised in the 
past by documented, case-study campaign 
Original painting re by hicag irtist 


The 33-year old Chicago agency of Gebhardt & Brockson, Inc. and 


marketing and advertising team of Marsteller, Gebhardt & Reed, Inc., 
with offices in Chicago and Pittsburgh. 


as E. A. “Geb” Gebhardt, Bill Marsteller, Rod Reed, Lew Williams, 
Fred Livingston, Harry Neal Baum, Lucien Brouillette, Johnny Burke, 
George Piper, Jack Conners, Jack Evans and A. L. ‘Dug’ Duggan, 
representing more than 250 years of aggregate experience selling and 
advertising a wide variety of products through periods of both buyers’ 
and sellers’ markets. 


publicity, research, point-of-sale, visual sales aids and merchandising 
planning and controls. 


arste le GFebhavdt and Keed Ine. 


600 SOUTH MICHIGAN AVENUE - CHICAGO 5 
600 GRANT STREET . PITTSBURGH 19 


NEW NAME 


AGENCY 
TEAM 


The McCarty Co. of Pennsylvania are now combined into the sales-making 


Officers and account executives include such well-known marketing men 


Working as a team, Marsteller, Gebhardt & Reed, Inc., provides a complete 
agency service—periodical advertising, direct mail, house organs, catalogs, 
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public relations 


by Robert Newcomb 
and Marg Sammons 


nomics forum. An- 


wers came from lecturer Dr. Roy Wenzlick. 


A bank opens its forum 


to other banks’ customers 


® BANKS, which by the very nature 
of their business find it profitable to 
be known as conservative and safe 
and strong as Gibraltar, may look 
skeptically at this new-fangled thing 
called public relations 

So some banks, like some com- 
panies, believe that paying wages, 
paying taxes and performing a serv- 


ice to society, is public relations 
enough. But the ranks of such banks 
and such companies are thinning 
One bank that is helping the thin- 
ning process is the Farmers & Mer- 


chants Bank, Long Beach, Cal. The 


bank believes that there is a job (in- 
volving public relations) to be done 
outside of banking hours. 

One phase of the job is an adult 
lecture program. The program is de- 
signed to build public understand- 
ing and good will for the bank by of- 
fering analyses and forecasts of 
business trends by leading econ- 
omusts 

The bank does not confine its lec- 
ture invitations to the bank’s cus- 


tomers, nor even to prospective 
customers. The invitation list of 
more than 2,000 names _ includes 


Industry's relations with 


Employes / Stockholders 
Distributors / Suppliers 
Neighbors 


many people who are customers of 
other banks in the city. Whom to in- 
vite depends on who would be inter- 
ested and benefited by the discus- 
sions. 

The forum is generally held on a 
weekday evening in one of the city’s 
centrally located auditoriums seat- 
ing about 1,300 or 1,600 persons. Fo- 
rum attendance is by invitation 
only: Three weeks before the meet- 
ing, a personal letter signed by the 
bank's president is sent to the mail- 
ing list. The first letter said, in part: 

“What's ahead for business next 
year? 

“This is a vital question that has 
received the attention of commenta- 
tors and writers throughout the na- 
tion . . . Separating the wheat from 
the chaff of economic fact, however, 
requires knowledge and experience 
in research techniques, and skill in 
interpretation . . . That is why the 
Farmers & Merchants bank has in- 
vited an outstanding national econ- 
omist to address a group of our 
friends on April 20.” 

A brief biography of the speaker 
followed .. in this case Dr. Roy 
Wenzlick of St. Louis. The guest is 
invited to return the card enclosed, 
and a formal invitation follows. 

The bank doesn’t close its forum 
doors to others interested. Invitation 
request cards are available at tcll- 
ers’ windows. Although the bank 
has not sought advance publicity, the 
two daily newspapers of Long Bea: h 
have assigned reporters to cover the 
events 

The second guest speaker was Dr. 
Marcus Nadler, professor of finance 
at New York University, research 
director of the Institute of Interne- 
tional Finance and a 
economist to a prominent New York 
bank. Speakers are invited to focus 
attention wherever possible on the 
problems in southern California. 


ntinued on page 65 
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BAAS 
Questions fly and one gets acknowledged = Merchants Bank at Ce . 
t esident Gus A. Walker of Farmers & ee } 
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Okay For Clambakes 


Your advertising in Business Week—unlike the village bulletin board— 
reaches and influences a selected audience of management men in 
your best customer and prospect firms. Here is advertising hard at 
work .. . bringing your products and services to the attention of the 
men who participate actively in all major company decisions. 

Sellers of advertising media—like successful sellers of a broad range 
of business goods and services—recognize Business Week's ability to 
generate customer interest and action. That is why media advertisers 
again, in 1950, placed more pages in Business Week than in any other 
general business or news magazine . . . why, for the past thirteen con- 
secutive years, Business Week has led all these magazines in total 
pages of business goods and services advertising. 

When you want to acquaint management in your customer and 
prospect firms with the economic advantages afforded by your prod- 
ucts or services, be guided by the experience of 
those who know that. . . 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 18, N. Y. 


Leading Advertising Media® Sell 
Decision-Making Management Men 
Through the Pages of 
Business Week 


American Magazine 
(Crowell-Collier Publishing Co.) 
American Telephone and Telegraph Co. 
(Classified Directory) 
Capper-Harman-Slocum Magazines 
Columbia Broadcasting System, Inc. 
Country Gentleman 
(Curtis Publishing Co.) 
General Outdoor Advertising Co. 
McCall's and Better Living 
(McCall Corporation) 
Midwest Farm Paper Unit 
Oregonian Publishing Company 
Wall Street Journal 
Woman's Day 
(Stores Publishing Co., Inc.) 


Source: Publishers’ Information Bureau Analysts 


A McGRAW-HILL PUBLICATION 
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RE'S A TYPE FACE FOR EVERYBODY 


Franklin Gothic tne action 


A 


tal 


Branches in Principal Cities ( 


Commissioned for rugged service wherever needed. the 
ATF Franklin Gothics will get things done where some 
lesser characters fade out in the horizon of white space. 
Force. action and accomplishment are native to every 
ATF Gothic. And when used with proper restraint and the 
right choice of hand set text, they can be positively hand- 
some. Especially to those experienced in Gothics’ profit- 
producing capabilities. Suited to a wide range of uses; 
with sizes up to 96 point, italic and condensed to 72, extra 
condensed to 120. Print from foundry type, get a better 
job. There's a type face for everybody, and ATF Franklin 
Gothies are for you! 


American Type Founders 
200 Elmora Avenue, Elizabeth B, New Jersey 
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Employe, public relations 


>ontinued from page 64 


After the lecture . . usually well 
buttressed with visual aids . . the 
meetings are thrown open to ques- 
tions. 


Bank Round Table . . The second 
phase of the bank’s community re- 
lations job is the Farmers & Mer- 
chants Bank Round Table. These are 
dinner-discussion groups, with the 
bank picking up the check for the 
dinner. Not more than 50 men are 
invited, selected on the basis of their 
positions in the community. At the 
table are represented the city gov- 
ernment (the mayor and city man- 
ager), education, the Long Beach 
port authority, newspapers, retail 
establishments, financial houses, 
fishing, shipbuilding, aircraft, oil, 
farming, the theater, real estate, the 
law and other professional and busi- 
ness groups. 

The Round Table dinner is held an 
evening or so before the forum. Un- 
like the forum, where newspaper 
coverage and wire recordings are 
permitted, the Round Table permits 
no record to be kept other than the 
notes the guests themselves take 
down. The purpose of this restriction 
is to encourage lively discussion. The 
discussion leader for the round table 
is the guest speaker for the subse- 
quent forum. In the smaller group, 
the discussion leader gets the cue to 
his audience’s interests. 

Officers of the bank are hosts for 
the forum meetings, mingling with 
the guests and helping to get people 
acquainted. Usherettes are bank's 
girl tellers. 

Reasoning behind these activities: 

A locally-owned corporation may 
spend considerable amounts of 
money for wages and supplies in its 
trading area, yet the people in the 
community appreciate, even more 
than the money spent, the spirit be- 
hind such programs. 

They are a service not looked for 
in the formal routine of business re- 
lationships. 

This attitude might more fittingly 
apply to the so-called “absentee” 
corporation . . with headquarters in 
an eastern key city . . operating in 
various sections of the United States. 
Perhaps this corporation’s stock is 


Stansil . . communications man for May. 


Do we want to break unions? 
Companies say no persuasively 


® YOU WOULD THINK that the people 
of Racine, Wis., would know and un- 
derstand industry. 

The city is one of the nation’s most 
heavily industrialized cities, on a per 
capita basis. Of a 70,000 population, 
22,000 are industrial wage earners. 
The annual industrial payroll tops 
$70,000,000. Some 225 plants turn 
out such major products as agricul- 
tural equipment, automobile acces- 
sories, electrical equipment, castings, 
leather goods, floor wax, malted 
milk, playing cards, books, games 
and clothing. 

Five years ago a survey showed 
that many of the people of Racine 
did not know and understand indus- 
try . . at least not management's 
point of view. The survey was spon- 
sored by the Manufacturers Asso- 
ciation of Racine. 

The survey, conducted by Opinion 
Research Corp., asked citizens and 
workers what they thought about lo- 
cal companies, their interest in and 
treatment of employes, and indus- 
trial policies and practices generally. 
Respondents were asked their opin- 
ions about wages, profits, compe- 
tition and means of improving living 
standards. On the basis of survey re- 
sults, Opinion Research Corp. recom- 
mended that Racine manufacturers: 


1. Promote their belief in responsi- 
ble unionism and collective bargain- 
ing, dispelling notions that manu- 
facturers want to “break” the unions. 

2. Persuade the public that local 
industry, because it hates strikes as 
much as the public does, is eager to 
meet with unions in the true spirit 
of collective bargaining. 

So the association embarked on 
an employe and community rela- 
tions program. The asseciation’s pub- 
lic relations committee supplied 
manufacturers’ with information on 
how to ferret out and handle em- 
ploye gripes. The companies them- 
selves were expected to carry out the 
job. 

The association also imported ex- 
perts to lecture local manufacturers 
on safety (and methods of applying 
it to Racine plants), personnel ad- 
ministration, industrial nursing, time 
standards and methods. A Works 
Managers and Superintendents 
Council was formed to enable mem- 
ber companies to cooperate in re- 
lieving material shortages and other 
industrial ills. 

At the community level, the asso- 
ciation has arranged many company 
tours for clergymen, teachers and 
students. 

In 1950, four years after the initial 
survey, it was repeated. The same 
cross-section of workers and citizens 
was questioned. Results showed a 
more sympathetic attitude toward 
management. 

The man who originated the idea 
of the surveys is William D. Stansil, 
executive secretary of the associa- 
tion. He also is the man who coordi- 
nates the work of the association’s 
committees. Mr. Stansil believes that 
business men respond to a public 
cause if they have something specifi- 
cally to do, jobs that call forth their 
individual, specific talents. In help- 
ing to make the association and its 
community program work, Mr. Stan- 
sil’s gift has been picking the right 
men for the right jobs. 


widely held, and many shares are 
held by plant-city residents. Even 
though the corporation may be fa- 
vorably regarded by shareholders, 
they feel that possibly not all of the 
corporation’s profits should go back 
to New York, Chicago or Detroit. 


For that reason, such economic fo- 
rums as this California bank spon- 
sors could be adapted by an “absen- 
tee” corporation to bring the cor- 
poration and the home-town citizens 
closer together. Some corporations 
today carry their stockholder meet- 
continued on page 140 
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Duffy looks to P.A. to help Riverside 
fill orders efficiently 


“Without a purchasing unit in an organization, 
management would be handicapped, production 
sporadic, and inventory control out of balance’, says 
James T. Duffy, Jr. President, The Riverside Metal 
Company. “The P.A. is the key liaison between the 
manufacturer and his sources of supply. 

Now, however, and for an indefinite future, the 
purchasing executive has inherited an even greater 
responsibility. He must know not only his Company's 
needs, specifications and policies, but the quality and 
prices of products in a given market. 

My sales staff at Riverside has always looked to 
the purchasing agent as a man who can help us fil 
his Company's orders efficiently and effectively. In 


these chaotic times, we depend on him even more in 
his new, vital role in the American industrial way 
of lite.” 

And the purchasing agent relies more than ever on 
Purchasing tor the advance information and back- 
ground knowledge he needs to meet the challenge 
ot the times. 

Read regularly by P.A.s controlling 85+ of indus- 
try’s purchases, Purchasing is the most efficient and 
effective way to tell your product story to this key 
man in industrial buying today —and tomorrow. 
For full details, write Purchasing, 205 East 42nd 
Street, New York 17, N. Y. Offices in Chicago, Cleve- 
land, Dallas, Los Angeles. 


A CONOVER-MAST 
PUBLICATION 


T purr 
overs 
(left), Pres., The R le Metal Com 
THE NATIONAL MAGAZINE FOR PURCHASING EXECUTIVES 


an im feature 


copychasers 


Wagner Electric . . Instead of ex- 


THE MEMBERSHIP OF ADISTINGUISHED CLUB horting farmers, workers and indus- 


try to work harder, wouldn’t you be 


F “Sj doing more for the cause by revert- 
2? ing to some of your past first-rate 
sexf ads to sell more people on using 
i 2 Wagner Electric Brakes which do 
<A their own very good job of helping 
to increase production? Or, if your 
products are in short supply, can’t 
bd you put your advertising to some 
more useful purpose than lecturing? 
i¢ American Machine & Foundry . . 
Along the same line as the above, 
wouldn't you be contributing more 
a - to the same cause with a picture of 
<0 CAST TRON PIPE what products you have for sale than 
with a picture of “What it takes to 

W Royal Metal . . real flavor % Cast Iron Pipe . . good idea equip a soldier for battle?” 


*% Cast Iron Pipe .. How many 
s more members for your “Cast Iron 
Question and answer hour Pipe Century Club” did you pick up 
from your recent spread? It an- } 
nounced “The Membership of a Dis- 
stumps 40 industrial advertisers tinguished Club.....C.LP. Century 
Club now has 30 members!” and 
went on to say: 


The Cast Iron Pipe Century Club is prob 


Royal Metal Mfg. Co. . Have you "redit to All, My Advertising Counsellors as 
‘ ci ably the most unusual club in the world. 
any evidence that anybody besides well. It is available to those of My Honor- , 
Ch ' limited to municipal, or 
, cer > re , abie ratrons who Dut poste request for their 
the opy asers enjoys your ; F 1 water and gas supply 
diary? Your imitation of Pepys systems having cast iron mains in service 


catches the real flavor. We liked, es- 
pecially, from your latest: 


It may be that your readers are 


few, because the appeal may be spe- 
cialized, but we are sure that they 


Although the Club is formally constituted 


there are no dues, no regular meetings, and 


E 6th . . To the Marts viewed . no obligation other than to inform the 
d F The are loyal, as we are, and that their Recording Secretary if and when the qual- 


sa 1e n numbers will grow. ifying water or gas main is taken out of 
hand for ash recepta Who is this modern diarist? It's service, or, sold for re-use. 
heads f 1 pins, torsos for drink two people . . Col. mrvING SALOMON, spite of the unique requirement for 
» 3 hal > Min chairman of the board, Royal Metal, mbership, the Club roster grows, year | 
semble an anatomical extremity, rather shall = and CHESTER KUTTNER, of Kuttner & = >y year. And why not, when a survey j 
It accor jate Same adequately Kuttner, Chicago. sponsored by three ‘water works associa- > 
Preferred Utilities Mfg. Corp..Is indicates that 907, of all Cinch and 


And this felicitous invitation to in- larger cast iron water mains ever laid in 


‘ it worth a third of a page, at today’s oe 
quiry: 22 representative cities are still in service. 
high rates, to ask the reader's opin- 
h M d Ana when inswers a questionnaire, 
Feb. 27th . . At the Printer’s, much en ion as to “Who's Wort ore ..an mailed to gas officials in 43 large cities, 


Why” between a .350 hitter and a show that original cast iron mains are still 
.241 hitter? in service in 29 of the cities 
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framed 


The idea is good, and so is the 
copy. Who wrote it? MILTON TOWNE, 
copywriter, of H. B. Humphrey, Al- 
ley & Richards, Inc., New York. 

Macallen Co. . . Are you at all re- 
morseful about having created the 
line, “Whenever you think of the 
character MICAH, think of the mica 
with character?” 

Harnischfeger . . Will you for- 
give us for having kicked your 
ad when it was down? The Starch 
score we reported was from last 
June's Factory . . a “noted” of 5, 
“read most” of 1, the worst score in 
the issue. We have been shown that 
this same ad, run at other times in 
Factory, did fine, even as well as 
27% “noted,” 10% “read most.” 
Though we confess we “booby- 
trapped” ourselves, we assert that 
the copy in that ad is still as “life- 
less” as we said it was in January. 
Why it scored so well other months 
is one of the puzzles that Starch is 
always confronting us with. (Weak 
answer, Mr. R... we'll reply in 
more detail directly to you.) 

Black, Sivalls & Bryson . . Howja 
do with that fold-out insert on card 
stock with a perforated return? This 
is a four-page job. Front page folds 
over from the outside of the book; 
all it says is “How to solve your 
emulsion treating problems.” On 
an arrow pointing in toward the 


COMPARE TYPE TREATER! 


le 


binding is “Here's your answer.” So 
you pull out the page and get a 
spread containing full-color cutaway 
of the new BS&B Treater, a list of 
features and a plug to send in the 
card requesting catalog. On the back 
are further sales points and specifi- 
cations. Seems to be a smart job, and 
we'd be interested in cost-per-in- 
quiry (based on cost of production 
plus space). 

International Minerals . . Would- 
n't you admit that the headline with 
the farthest fetch of the month is 
your “When you enjoy delicious 
chicken, there's good reason to think 


OLD MESABI 
RANGE... 


of International”? 

Alcoa, Bell & Howell, Monsanto, 
Rheem and A. O. Smith . . Do you 
find that your 2/3-1/3 ads work out 
well? Does the display part of the 
ad get a better “noted” than if it had 
to encompass all the copy, and does 
the editorial column get a_ better 
“read most” because it’s divorced 
from the display ad? 

Bundy Tubing . . Whassamatta 
with you fellows? We used to think 
your stuff was top-notch. Is your 
recent “horse” ad a bid for a high 
Starch or for a sale? The ad is most- 
ly horse . . and no tie-up with your 
product except that by-no-means- 
new lead sentence, “Nagged by tub- 
ing problems?” It’s so easy to say 
“no” to a question like that. 

American Iron & Steel Institute . . 
Aren't you demonstrating unusual 
forbearance for an association to run 
your ad without a big signature . . 
in fact, with no signature at all? 
Smart, we think .. because your 
job is to sell the industry, not the 
brand, and the editorial format is 
perfect. 

Michigan Tool Co... Isn't the 
fact about your gear shaper interest- 
ing enough so that you don’t have to 
gag up your ad with a drawing of 
Martians looking through a tele- 
scope at the earth and discovering 
“they're cutting all the teeth at the 
same time”? 

Northern Indiana Brass . . Do 
you really believe a plumber would 


4 If your records show a ca ron mcir 
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Include Metal Progress in your Advertising Schedule 


IT REACHES THE METALS ENGINEERS WHO 
“CALL THE PRODUCTION SHOTS!” 


THE KEY MAN in the production picture of the metal industry 
today . . . the man whose job it is to decide “what to do now” in 
times of metals and equipment shortages . . . and “what to do next” 
when planning improvements in products and processes . . . is the 
metals engineer. 

It’s his job to be fully and completely informed on new, improved 
and substitute metals, processes, equipment and parts. 

Management looks to him to find, suggest and approve products 
and processing equipment... 

Design engineers, production engineers and procurement depart- 
ments all depend on him to “call the shots” that will assure full scale, 
competitive production and improved products. 

20,036 BONAFIDE Include Metal Progress in your advertising schedule to reach these 
METALS ENGINEERS metals engineers . . . 99°. say they are influenced . . . 96% read the 
read and are inflvenced advertisements . . . 88° specify, recommend and purchase the 
oe eee metals, equipment and processes they approve (by actual survey). 


Metal Progress 


7301 EUCLID AVENUE ° CLEVELAND 3, OHIO 
LARGEST AND LOWEST COST CIRCULATION IN METALS ENGINEERING 
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Sweet's handles more 
catalogs than any other 
organization—this year 
over 38,000,000 copies 
for 1,280 manafacturers. 
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Clark 


Equipment Company 

Says: | 
business has been 
traceable directly... 


to our catalog in Sweet’s Files.” 


“A highly gratifying amount of business over the past four years has 


been traceable directly to the distribution of our special catalog in 


Sweet's Files. 


“We have learned, from continuing studies of results from our 


various marketing activities, that an amazingly large number of impor- 


tant men in industry go to Sweet's Files for product information, also 


men who are on the way up to posts involving new buying reponsibil- 


ities and influence. 


“In many cases, our catalog in Sweet's Files introduces the Clark- 


Leadership line of fork-lift trucks and industrial towing tractors to 


these men. As a result, when our sales representatives call on them, 


they enjoy an attentive audience. 


“Furthermore, many satisfied users of our materials-handling equip- 


ment feel that we are doing them a service by keeping our catalog at 


their finger tips through Sweet's. 


“We are indebted to Sweet's also for help in designing our catalog, 


for which we have received many compliments.” 


Russell F. 
Manager of Advertising and Sales Promotion 
CLARK EQUIPMENT COMPANY 


Sweet s Catalog Service 


Division of F. W. DODGE CORPORATION 
119 West 40th Street, New York 18, N. Y. 


| 
| 
| 
’ 
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Sweet's helped design 
this 8-page catalog 

and distributed 28,000 
copies to qualified buyers 
in the mechanical and 


Sweet's can help you with 
any part of your catalog job 


Check your needs against these special- 
ized services. You may order any of them 
separately. You are not required to order 
Sweet's complete catalog service. 


CATALOG DESIGN — Sweet's design de- 
partment is staffed by 63 consultants, techni- 
cal copywriters, draftsmen and artists. Your 
requirements, whatever they may be, receive 
individual treatment by men experienced in 
your field and specially trained for this work. 


plan —consultation and analysis of products 
and markets; determination of catalog’s scope 
and content. 

rough d ies—organization of material in 
a comprehe nsive format with subject matter, 
captions, copy and cuts indicated. 


finished dummies — complete typewritten 
copy and mechanical layout, ready for the 


printer. 


CATALOG PRODUCTION — Because of 
the great number of manufacturers’ catalogs 
handled, Sweet's can offer the economies of 
quantity production with no sacrifice of qual- 
ity. Even if other Sweet's services are not de- 
sired, it may be found convenient to have some 
or ali of the details of production handled by 
one responsible organization. Sweet's will take 
complete charge of the execution of orders for 
any or all of the following: drawings, photo- 
graphs, engravings, type composition, electro- 
types, printing and binding. 


CATALOG DISTRIBUTION — Sweet's 
services are available for either of two types 
of catalog distribution—individual or pre-filed 
—to selected organizations and individuals 
representing the bulk of buying power in the 
construction, power or manufacturing fields, 


individual distribution — by purchase of one 
or more of the lists compiled by Sweet's, or by 
using Sweet's mailing facilities. 


pre-filed distribution —by filing catalogs 
permanently in bound, indexed collections 
(files) of manufacturers’ catalogs. This method 
has the added advantage of keeping catalogs 
instantly accessible at all times in prospective 
buyers’ offices. 


This booklet tells 
you all about the 
things you can 
get from Sweet's 
Catalog Service. 
Shall we send 
you acopy? 
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ever hold up a NIBCO fitting as ad- 
miringly as you picture it and ex- 
claim “They're real jewels . . every 
one of them!” And do you want your 
readers to believe . . it’s just as rea- 
sonable . . that you really package 
your fittings in the jewel cases you 
show in your ad? 

General Mills . . Are 
people so busy with consumer ad- 
vertising that they can’t do better 
for their baking trade ads than a 
chorus line and the headline “Uni- 
formity”? 

Kennedy-Van Saun . . Will 
object if we advise you not to pay at- 
tention to anybody who criticizes 
your “Look” ad for being “borax”? 
It’s so full of business, enthusiasm 
and belief in your product that we 
ean forgive the unprofessional lay- 


out. We like this 


your ad 


you 


the 
kep' 


And this close: 
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LOOK LOGK 


THIS PROOF! 


HOW YOU SAVE 


and be 
$6,000 richer! 


DIRECT 
carried in 

be mis- 
shaft runs at 
s in other mills 
trunnions on 
>ARRIED ON 

t s little 
mati 

(de 


Goodyear . . Aren't 
ing more readership than you'll ac- 
tually get when you promise your 
dealers that “more than 4 million 


you assum- 


Kennedy-Van-Saun packed with power 


homemakers will see this ad?” You 
claim a combined “readership” of 
the magazines carrying your ad of 
4,112,799. You mean _ circulation, 
don’t you? My, how we advertising 
people throw figures around! 
Socony-Vacuum .. Was it the 
Easter season or desperation that 
gave you the idea you could sell oil 
by first interesting a busy man in 
rabbits? Here's the painful tie-in . . 
headline: “Little Things Have a Way 
of Adding Up”; lead: “Extra produc- 
tion for defense calls for extra vigi- 
lance against machinery breakdown. 
Often these breakdowns are caused 
by little things .. ” Why some ad- 


~ 
-everyone 
BY AN OLD FASHIONED IDEA! 
LOOK “KVS” ror propucts witHouT TROUBLE 
Nu 
jiameter Mill with integral gear drive by 
ising a SYNCHRONOUS M 
. NNECTED to driving st 
roller bearings that CAN! 
tligned or set wrong. Pin 
’ about 600 r.p.m. Pinion sha 
‘run at about 180 r.p.m. “KVS 
—* large sized type and ball mi 
IL. Bearing never wears 
ze: power. All gears and bear 
ully oil sprayed before mill 
, sign pat'd). In years on this type mill no 
KVS”" gear r pinions have worn out 7 
homemakers ‘te 
a Look at how the big whirling flywheel . 
wil see thes 
pulley of an old Engine develoy Full Page 
ed KINETIC ENERGY! That meant added v 
FREE wer! Look at the BIG Pulley in Full Color ad ap ws ' y 
the “KV: Searle lt revolves at on the 
3,500 ft. per minute . . creates EXTRA crush coon/VEaR 
ing power you gs 3! The r Vinyl Flooning ind 
pulley (used in a “KVS” Gearlees Crusher THINGS HAVEA War 
weighing 400,000 easily you House Beautiful OF ADDING UP! 
san turn it with TWO FINGERS! Look here = 
man .. more CRUSHING with LESS POWER House & Garden 
less vibration and NOISE, + has put | 
Planning to install a tube or ball n 
SAVE ip t ae na “KVS ) ft Goodyear watch those figures! Socony-Vacuum il? rabbits? © a 
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WY does Construction Equipment 
carry so much weight with Advertisers ? 


The answer’s easy. Experienced 
advertisers know that Construc- 
tion Equipment consistently 
outpulls every other trade paper 
in its class because it has a 
unique circulation system main- 
tained by a nation-wide network 
of over 800 distributor sales- 
men—men whose job depends on 
how well they know the construc- 
tion field. 


Effective? Read the list of 
advertisers who think so. 
>& denotes companies that were 
in our book in 1951, but not 
present in a comparable period 
last year. That’s more than 2!4 
times as many advertisers to- 
day as a year ago. 


To learn how to get more for 
your advertising dollar in the 
construction field, write today 
to Construction Equipment, 
205 East 42nd Street, New 
York 17, N. Y. 


America’s Fastest Growing Trade Magazine 
A CONOVER-MAST PUBLICATION 
New York 17, N.Y. 


205 East 42nd Street 


“American Paulin System 
“Armstrong-Bray & Co. 
“Armstrong Bros. Too! Co. 
*Auto Gear & Parts Co., inc. 


“Blow-Knox Co. 
"Butler Bin Co. 
"Carter Co., Ralph B. 
"Case Co., J. I. 
"Century Engineering Co. 
Chevrolet Motor Division 
"Chicago Pneumatic Too! Co. 
"Cleveland Trencher Co. 
"Clipper Mfg. Co., The 
"Cole Mfg. Co., 
*Colprovia Roads, inc. 
Concrete Termite Drill Co. 
"Continental Motors Corp. 
Continental Rubber Works 
"Crawford Equipment Co., G. N. 
*Cummer & Son Co., The F. D. 
Lubricant Co., Inc 
“Detroit Diese! Engine Div. 
General Motors Co 
*Disston & Sons, inc., Henry 
"Dixie Cup Company 
Dixon Valve & Coupling Co. 
"Dorsey Troilers 


Eagle Iron Works 
Easton Car & Construction Co. 


Electric Tamper & Equipment Co. 


Fisher Research Laboratory 
Fiske Bros. Refining Co. 


Flexible Road Joint Machine Co. 
‘Flexible Stee! Lacing Co. 
Florida Land Clearing Equip. Co. 
“Foote Co., inc., The 

“Frederick Iron & Steel Co. 
“Fulton Bag & Cotton Mills 
"Galion Alisteel Body Co. 


“Harnischfeger Corp. 

Houck Manufacturing Co. 
Heltze! Stee! Form & Iron Co. 
“Hetherington & Berner, inc. 
“Hough Co., The Frank G. 
Hyster Company 
“Ingersoll-Rand Co 
“International Harvester Co. 
Interstate Drop Forge Co. 
*lowa Manufacturing Co. 
Jaeger Machine Co., The 
“Joy Manufacturing Co. 

“King Manufacturing Corp. 
Kinney Manufacturing Co. 
“Kolman Manufacturing Co. 
“Le Plant-Choate Mfg. Co., inc. 
Loughlin Co., Thomas, The 
Leece-Neville Co. 

le Roi Co. 


“Mayo, Robert S. 
McCulloch Motors Corp. 
Meili-Blumberg Corp. 


Nelson Corp., Herman Div. 
American Air Filter Co., inc. 

O. K. Clutch & Machinery Co. 

Oliver Corp., The (industria! Div.) 

“Ottowa Stee! Products, inc. 
“Owatonna Tool Co. 

“Owen Bucket Co. 

Patent Scaffolding Co., inc., The 
Powder Power Tool Corp. 
Radio Corporation of America 

“R.P.B. Corp. 

The Ridge Tool Co. 
Rock Bit Soles & Service Co. 

“"Roebling'’s Sons Co., John A. 


“Starrett Co., The L. S. 
Stoody Co. 

Stulz-Sickles Co 
Supremix, inc. 

“Symons Clamp & Mfg. Co. 
“Tarrant Mfg. Co. 
Templeton, Kenly & Co. 
“Thomas Foundries, inc. 
Tilden Tool Mfg. Co. 
“Tri-Line Co. 

Trimont Mfg. Co. 
“Unit Crane & Shovel Corp. 
“Universal Form Clamp Co. 
“Fred W. Wappot Div., 

Cummins Business Mach. Corp. 

Waterloo Foundry Co. 
“Wayne Crone American 


onstruction Eouipment 


3 
Acker Drill Co., inc. “Mulconroy Company 
Air Placement Equip. Co. ‘Muller Machinery Co., inc. ve 
*Allis-Chaimers Mfg. Co ‘National implement Co. 
Americon Forge & Mfg. Co. ‘Naylor Pipe Company RY 
*Gar-Bro Manvfacturing Co. 
“Automatic Devices, inc. "Gledhill Road Machinery Co. 
"Badger Machine Co. Globe Phone Mfg. Co. 
“Boker Mfg. Co Goldak Co., The ‘ 
"Boker-Roos Co., inc. “Good Roads Machinery Co. 
“Beebe Bros. Grace Mfg. Co., W. E. 
*Bil-Jox, inc. Greenlee Tool Co. 
"Bin-Dicator Co. ~Gunderson-Taylor Machinery Co. = 
*“Blackmer Pump Co 
Rogers Brothers Corp 
Rotary Concrete Drill Co. 
Salem Tool Co., inc. 
Schramm, Inc. 
Seaman Motors, inc. 
Silent Glow Oil Burner Corp. 
Standard Stee! Corp 
} 
“Lincoln Engineering Co. 
Littleford Bros. 
Lug-All Company “a 
“Mack Manufacturing Corp. 7 
Dotmar Industries, inc “Macleod Company, The 
‘ "Downs Crane & Hoist Co. “Marlow Pumps 
Duf¥-Norton Manufacturing Co. 
Stee! Dredge Co., inc. bi 
“Miller Electric Mfg. Co. White Company, David 
"Electric Wheel Co Minne apolis- Moline Whiteman Manufacturing Co. 
 Electroline Compony “Monroe Sales Corp. Wikx Accessories Corp. 
Elliotte, M. A. "Montgomery & Co., Inc. Worthington Pump & 
*Essick Manufacturing Co. “M-R-S Manutocturing Co. Machinery Corp. 
"Felker Mfg. Co 
Lubriplote Div 
: 
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ai 
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to sell 
o-headed man | 


Practically every man has two heads. One full of family, the world and the Dodgers. 
The other deep in details of design or production . . . of what to buy and how to sell it. 
He reads with two minds, too . . . one for fiction and philosophy, news and nonsense . . . 
another for the pressing problems of his business. If you have a business product 
or service to sell him, by all odds the place to do it is in the business press. 
That's where he really puts his mind on your message « . . his business mind. 


The rules for se/ling in the business press are 
direct and simple. 

Talk business to business men at their own 
level of interest—in their business language —and 
they'll listen. Give them data about your product, 
news of new materials. They'll read . . . right down 
through the small type. Tell how you can save them 
dollars and man hours . . . and prove it. Show new 
and better ways to use your product... and give 
case histories. Present your line . . . with a selling 
blueprint to help your dealers push it harder, 
turn it faster. 


If your production's sold out now, you have 
tougher jobs to do . . . and probably the budget 
to do them. They're jobs you can do best in the 
business press: To hold customer loyalty in the face 
of shortages, and maintain dealer franchises. To 
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pre-sell your brand for the day when you'll have 
a bigger output than ever to sell to industry . . . 
or across dealers’ counters. And to bolster your 
business relations, at every level. 

Sound business relations are the nub of your 
own competitive fight for business . . . and of the 
broader battle to protect our economic system. Far 
more important than any missionary coaching of 
the public-at-large is straight business talk —in the 
business press. 

In plain fact, your advertising is part of the 
help a man pays for . . . and gets . . . in the ABC- 
audited papers of The Associated Business Publi- 
cations. Business paper advertising costs less—and 
pays better—because it reaches more of the men 
who count in your business. And it reaches their 
business minds. 


* 


\\ 
F 


looks 
Business Paper Keadership 


A NEW SLIDE FILM .. . that sums up the major findings of the four ti Pubhcations 
surveys by the Advertising Research Foundation. The studies show ae 
who reads business papers . . . and why, what and how. They explode : ae re 
some old ideas, offer new knowledge of the physical facts of position, org m peaoenatr aie 
color, ad size and copy themes. Your ad club or group will want to see 
this revealing new film. It will spark fresh thinking on planning and 
writing more productive business paper advertising—today. Get in 
touch with ABP headquarters for a booking date. 


ADVERTISING AWARDS .. . two booklets illustrating the winners of the 
1951 ABP Contests . . . showing the winning advertisements in indus- 
trial, professional, institutional and merchandising papers. New inspi- 
ration to better business advertising performance. For these and other 
free helps, write to ABP. 


m THE ASSOCIATED BUSINESS PUBLICATIONS 


205 East 42nd Street, New York 17, N.Y. « MUrray Hill 6-4980 


The group of ABC-audited business publications — working cooperatively to improve further the service 
of business papers w their readers ...and to help advertisers use the business press more effectively. 
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men can go home early. 

Hammermills . . Did a typog- 
ra paer lay out your ad or a brick- 
layer? Lots of wonderful copy there, 
but it looks like an effort to get at it. 

Continental Can .. Do you get 
pretty good inquiries from your 
“Leaves from a canner’s notebook?” 
Must be over 1250 words in that sin- 
gle page, and if they ever get read, 
it’s an impressive argument for long 
copy 

Allen-Sherman-Hoff . . Is a pic- 
ture of a kid fishing the best way to 
get attention these crucial days? 
And how many power plant opera- 
tors will survive this first paragraph 
to get at the sales message? 


Walter G. Legge Co. 
your salesmen happy to get their 
pictures in the paper? And who 
thunk up that slogan 
safe when you have a Legge to stand 
on” which, for a safety floor mainte- 
nance outfit, is just about perfect? 


. . Were all 


“You're- 


* Boost-of-the-month . . Link-Beli 


Are you as pleased with your 


ad on shot-peened rollers as we 
were, who had been unenthused 
about Link-Belt advertising of late? 
Headline has a strong competitive 


AnD WARM tithes 
FROM THE LEGGE MEN OF AMERICA 


$10,000 SAVED ANNUALLY 


$3. ane ANNUALLY 
Thine ave ‘octal Case ‘Cose Histories 


== | | = 


wonderful copy, but 


angle: “Get the one chain with roll- 
ers that are shot peened for extra 
fatigue life!” That's a lot of words 
for one headline, but they say a lot. 
Inset explains shot peening. Here's 
the copy: 


bet the ONE chain with rollers thai are » 


SHOT PEENED 


for EXTRA fatigue lite! 


LINK«S ~BELT 
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Continental Can yood argument, if . . 


Who wrote it, Link-Belt? Again, a 


BERT JONES, ad man- 
ager of Link-Belt, and spENCcE HILL, 
Klau-Van Pietersom-Dunlap Asso- 
ciates, Milwaukee, Wis 

Warner & Swasey . . Aren't you 
(whose ads we usually admire and 
often agree with) working at cross 
purposes when n “Gunners with- 


two-man job . 


out Guns” . . you condemn our 
country for its failure to be armed to 
the teeth and then proceed to remind 
us that “The Golden Rule is the only 


Link Belt. . 


says a lot 


Warner & Swarey cross purposes? 


Lawes foe - 
Comerving Canning Water 
cass 
|) 
| 
{ this a ver America, anxiously waiting 
tor the tirst bite of the season. They don't Hammermills .. . 
tten make record catches, but they get a : 
y the when the first minnow or sunfish rollers are shot peened to give them the 
rads their hook extra fatigue life needed for today's higher J 
‘ 
peeds and heavier loads 
~ 
Y yet thi exclusive in every 
+ k-Belt Roller "hey 
You see nk-Belt Roller Chains are made 
Ina a noe of weak members. ther 
| 
4 
Gunners_without guns 
Tankers without tanks 
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LOOK FOR SALES in an Industry where 


Equipment Wears Out FAST 


Any foundryman can tell you (rather regret- 
fully) that conditions surrounding his operations 
mean short life for equipment. 


The handling of molten metal along 
with hot sand and castings cuts 


equipment life. 


The abrasive effect of sand 


accelerates wear of machinery and 


equipment. 


Jolt, vibrate, ram, tamp, tumble, 


shake-out— good foundry terms and 
they all spell wear and replacement. 


These factors, together with hard usage under blanket coverage of the foundries that have 97% of 
today’s multiple shift operation, make foundries the the industry's melting capacity. With 45,000 readers 
greatest replacement market, per plant, of any of FOUNDRY in these plants, there is no other way to 
industrial classification. There are 5,974 foundries influence so many foundrymen in so many foundries. 
which, in an ordinary year, spend $1 Billion for all 
types of plant equipment and supplies. This pur- 
chasing power will increase substantially during 
1951 because current production is in excess of the 
1950 rate and is still climbing toward a new high. 


To reach this active market, depend on FOUNDRY’s 


45,000 READERS 


| A Penton Publication 
Penton Building 
| Cleveland 13, Ohio 


Helping You Sell To Foundrymen 
WHEREVER METALS 
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HALSEY. STUART 4 CO. Ine 


law of survival”? We see great con- 
tradiction there. Or is there such a 
difference between management-la- 
bor relations and international poli- 
tics that the same sophistries don't 
apply? Or . . another question (in- 
spired by an impression you gave us 
in the ad): is militarism good for the 
machine tool industry? 

Halsey, Stuart . . Don't you think 
the friendly me-to-you approach in 
Merrill Lynch's ads might work well 
with industrials, utilities, railroads, 
states, municipalities? They're run 
by people. 

Dow Chemical . . Isn't a well-de- 
served spanking in order for the 
person who decided to illustrate 
your ad with a cartoon of a work- 
man drawing shapes by pushing his 
arm into a sheet of metal? If you 
have to waste copy space disclaim- 
ing the illustration .. “While it 
isn’t so easy to draw as pictured 
above” then the illustration becomes 
a hurdle rather than a help. 

Dow Corning .. Are the extra 
people you get into your ad because 
you start off with a “Tall Tale” from 
Paul Bunyan or Davy Crockett or 
some other legendary character as 
valuable to you as the fewer readers 
you'd get if you started off with your 
“Fabulous Fact,” which is your own 
sales story? 

Truscon Steel .. Have you con- 
gratulated your layout man on a 
most interesting page which takes 
full advantage of your products’ 
geometry? 

A. Leschen & Sons and Wickwire 
. . Did both you fellows conclude 


hurdle here 


there’s danger in clichés when you 
discovered you'd used almost identi- 
cal ideas in recent ads? Here's Les- 
chen’s: 


inf 


rning . . first things first rucson 300d layout 


Here's Wickwire’s: 


where you find the big 


int the making 

Wickwire had an idea there in 
selling grain size, but pshaw! what's 
52 years compared to “almost 100”? 


ALL ROPES look ALIKE... but 


THERE'S MORE THAN MEETS THE EYE... 


<< 
what L 
= ai toPabulous Pact: } 
| ' 
| 
; ¥ Greyhound sets better pece... | 
Halsey, Stuart . . no metoyou Dow... Dow 
ALL ROPES LOOK ALIKE. . BUT 
; THERE'S MORE THAN MEETS THE EYE 
Yes, all wire ropes do look alike . . on ; 
: THERE IS MORE T WIRE ROPE the outside. But not when you g 100 times ; 
THAN MEETS TH 
THAN MEETS THE EYE beyond the range of normal vision. That's 8 
ther than its one Red Strand, a “Hen difference . . Be 
wie Wire Rope would look pretty much cause that’s where the grain size of the 
; like any other rope having no distinguish steel shows uj 
" ; ing mark. But there is a difference! And Such quality control of basic properties 
that difference is due to o “thousand and is possible only with a company like Wick- ; 
ne” invisible factors. It is made possible wire where manufacture is integrated ‘ 
by setting up and rigidly maintaining exact ‘rom molten metal to finished rope . . where 
tandards . . by utilizing our almost 100 the know-how of 52 years experience goes 
; year { manufacturing experience in the 
jesigning and fabrication of wire rope . . . 
} by strictly f wing the principle of “qual 
‘Than Meets The Eye- 
| 
| 

A. LESCHEN & SONS ROPE CO. we 7 
A. Leschen & Sons cliche Wickwire . . ditto : 
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.. to reach management men in America’s largest market* 


CHEMICAL INDUSTRIES WEEK, with exclusive 
emphasis on business interests, is addressed to 
the men who initiate and approve purchasing 
in the rich chemical process market. Its fast- 
growing circulation gains at all management 
levels provide more value at less cost to adver- 
tisers . .. make it a must with industrial mar- 
keters selling this No. 1 U.S. industry. 


Chemical 


NEW CIW ADVERTISERS SINCE JANUARY 


« Concord Chemical Co. 
Wazes and Coal Tar Products 


Plastics and Specialties 
« John Wiley & Sons 
Technical Books 


« Oliver United Filters, Inc. 


Industrial Development 
¢ Penn. Industrial Chemical Corp. 
Coal Tar Resins 
e Ashcraft Wilkinson Co. 
Heavy Chemicals 
© Dempster Bros., Inc. 
Materials Handling 
* Norfolk & Western Railway Co. 
Industrial Plant Sites 
« McLaughlin Gormley King Co. 
Agricultural Chemicals 
American Mat Corp. 
Industrial Floor Coverings 
« International Business Machines Corp. 
Accounting Machines 


Fatty Acids and Derivatives 


Selling is easier when you start at the top... 
but top buying influences are hardest to culti- 
vate. That’s why Cuemicat Inpustrigs WEEK 
accelerates sales . . . it carries your message 
direct to top chemical businessmen. And today, 
with equipment and materials in short supply, 
advertising in CI Weex maintains markets . . . 
by keeping management men sold. 


‘for capital goods and raw materials 
The Interpretative Newsweekly of the Chemical Process Industries A =< 
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; 
/ 
§ Now: « E. & M. Enterprises, Inc. ; 
Laboratory Instruments 
a4 [ Genesee Research Corp. 
Taber Instrument Corp. 
2 Research Instruments ; 
The Waterous Co. : 
Pumps 
a rs « Advance Solvents & Chemical Corp. : 
| | dvet 
Stanford Research Institute 
Industrial Research 
Bareco Oil Co. 
; Petroleum Waxes 
C State of Louisiana 
ele 
Seis’ 
j 
=. q 
Petroleum Waxes 
f | Emery Industries, Inc. 
| 
: 


For our part, we're pretty much 
convinced by both ads that not only 
does all wire rope look alike it 
is alike 

Columbia Ribbon & Carbon Paper 

Did you get many inquiries from 
your ad on “Anyone can make car- 
bon paper?” We enjoyed it, and it 
had a strong close inviting readers” 
Here's how 


to request samples 


“anyone can make carbon paper” 


t density 
3 qual- 


May have been too silly a lead, 
though, to make much of a pull. 

Concord Chemical . . Where'd 
you get the inspiration to run that 
long-short ad? That's a corker. Good 
to see that you've perpetuated the 
characters. 
Instruments .. Have you 
a good answer for a correspondent 
. read your 


Sigma 


of ours who wrote in . 


“spectacle” ad. . as follows? 


Ilg Electric . . Aren't you letting 
your dealers down when you follow 
up the promising headline, “How you 
can secure priority business with 
ventilating equipment” with so 
much product hoopla? You have 
some good dope on markets, but it’s 
hard to find it amongst all the selling 
you do on dealers who presumably 
know how good the product is. 

National Steel Corp. . . Haven't 
you forgotten something pretty im- 
portant in your spread, “This Is Na- 
tional Steel?” We mean... the 
reader. It’s all about National Steel 


it tokes the FINEST SEAMLESS STEEL PIPE... 
ond lots of it... to serve the oil and gas industry and YOU/ 


no more no less. Be sure to check par = 
Nothing can ticle uniformity and size under a micro 
CARBON PAPER, scope. You're ready now to brush the com . 
a must be plus or minus .00025 
n an opacimeter, check manifoldi ern 
ithe and aging characteristics and cut 
‘ 
i 
SHORT, give os 
At, 
f 
Columbia | 
— 
2 now many inquirie r rd reer 
. . n tober 6, I cal ‘ i your attention t jouble pole relay is of the “Typ. R 
: , 2 Littel Fuse ad in which an egg dominated variety. This is exactly what we have been 
the entire layout, the mpany name was wanting to know 
tiller, and the ubject of the ad TV F 
Fuse wa hown in very small type , 
: near the tt A i t background 
Apparently, this is the latest technique 4 
1dvertising electr 1, equipment, as wit 
m this almost identical “Sign ad 
: First, most of the ad is apied by solid ; 
Se nd he iain illustration is a 
trent nection with the product 
All you have trier melt And third, the name of the product is shown 
- 1 k { carna 2 wax with naph near the t t the ad in just about as . 
@6ther Then you add a few dashe type a i be read by persons 
vatallis waz. Now in ca hat 
r ner na na er iy ina ner readers 
— ste} Ancet: Unit were greatly interested to see that the 
Wp 
“23 
i stuff her Jones & Laughlin for the reader 
| justrial Marketing 
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GOT BIG SALES STAKE 


in these NEW electrical FRONTIERS for the 50's 


WHAT are the NEW FRONTIERS? Better LIGHTING for factories, offices, homes and institutions ... HEAT for 
industrial processing and homes...ELECTRONIC CONTROLS for in- 
creased production ... improved POWER DISTRIBUTION for flexibility ... 
MODERNIZATION for better working and living... PREVENTIVE MAIN- 
TENANCE for dependable operation. 


WHO will develop them? Electrical Contractors... Industrial Plant Chief Electricians... Consulting 
Electrical Engineers ... Motor Service Shop Operators. 


By following the lead of the editors! They will point out the opportunities 
for these men—and give them the technical help to do the job. Your 
advertising can describe and show them how to use the products and 
services they need to develop these New Frontiers. 


Because electrical construction and maintenance men will specify, buy, 
install and maintain the equipment to open the New Frontiers. By showing 
these men how to use your product or service, your sales can follow the 
industry’s growth pattern — your sales can double in the next ten years. 


In every issue of ELECTRICAL CONSTRUCTION AND MAINTENANCE 
— but particularly in the NEW FRONTIERS FOR ELECTRICAL PROG- 
RESS issue. This is the logical place to launch your sales program for the 
50's —the place to put your product or service into the plans of the men 
who are opening New electrical sales Frontiers. 


NEW FRONTIERS FOR ELECTRICAL PROGRESS will be published 
in July. One of our representatives will be glad to show you a complete 
editorial outline and dummy of this issue. 


ACT NOW... the CLOSING DATE is JUNE Sth 


ELECTRICAL 


CONSTRUCTION 
AND MAINTENANCE @ ® 


A McGraw-Hill Publication * 330 West 42nd Street * New York 18, N. Y. 
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WHY help? 
7 
| 
WHEN ? 
i 


all right . . twice in the headline, 
once in the signature, and ten times 
in the copy. (Five times the name 
starts a sentence) Nothing about the 
reader. Now note how Jones & 
Laughlin bring the reader into their 
copy about themselves: 


A never 


Taylor Instruments . . Why don't 
other people realize that some of the 
simplest devices, like your fraction- 
al-page ad with the one-word but 
compelling headline, “Notice!” are 
still among the best? 

Norda Essential Oil . . Just be- 
cause your product is used on des- 
serts and sundaes, is that any reason 
why you have to address food 
processors as though they were chil- 
dren, with a jingle starting “ ‘What 


The Best Buy in 
Rotary Hose? 


Blackhawk . 


flavor came once just from trees? 
It's good on sundaes and on these.... 
It’s favorite flavor, it’s a staple.... 
Yes, Johnny?’ ‘I know! Norda 
Maple!” 


. What do you do to 
get your copywriters so enthused 
about your jack? “Man-alive! This 
Hydraulic Jack does everything but 
walk and talk!” That's the main 
heading. There’s good solid sell in 
that panel upper right which illus- 
trates how the jack can be used to 
lift, pull, press, clamp, bend, push . . 
brief factual copy, action drawing, 
and symbol of the motion. 

Below this there’s a group of dia- 
grams showing various set-ups for 
doing the above-mentioned jobs, 
And below that there’s a series of 
sketches illustrating the “negatives” 
which the jack eliminates. 

Unusual layout, unusually good 
copy. Who did it? BURTON E. HOTVEDT 
did it, for Klau-Van Pietersom-Dun- 
lap Associates, Milwaukee. 

Northwestern Leather . . Are the 
uniformed people in your ad happy 
because they're such a nice big mar- 
ket for service shoes, and would they 
be unhappy if you put the money 
this tasteless ad cost into War 
Bonds? 


wh 
++ 
The 
OF 
> 2 
any other 
2G 2 
If you 
ia 
rotary 
wi 


Porto-Power 
BLACKHAWEK 


r manufacturer match this 


sht of these facts, why buy 


nose? And never discard 


are not fully convinced of these 


T BUY 
hose today, you 


vice? They can 


lose until you call us. 


y who makes or sells 


to me personally. We 


i fill in other details 
questions. Thanks . 


% Goodall Rubber . . Who's “Bar- 
ney”? He's apparently not a pro- 
fessional copywriter..or else he’s 
one who can write with the convic- 
tion of the amateur. We like it: 


And so who's Barney? He’s EARL 
rives, of Rives, Dyke & Co., Houston, 
Texas. 


The Copy Chasers ; 


46 — 
, 
but walk and talk! 
hances a length an 
this kind of pipe in your life, because 
1 special alloy-steel seamless pipe - | di 
ised by one of America ndispensable -- on 
strated at the left play a vital role on j - : 
the home front and on the fighting tron. | \ | 
Fue ind lubricants that keep industry's 
that carry you and for the trucks that bring { 
woe end for your cas | 
’ : these are at y r service night ana day 
yea mG year { fee * B 3 3 3 
h t t the pe that works these wor 5 
ers tor you bears the J6L name eS HAVE YOU OVERIL KEI 
r r r IN TARY } 
2 ete range of pipe needed to drill When you buy rotary ' 
ir we the well, bring the jas ¢t buy a piece of equipment tha sts ap- . 
4 the surface and transport it to you proximately $1500.00 not a $25.00 ac- 
. Yet, one break or rupture puts your en- é 
“ tire investment on the junk pile! Is this : 
economy? However, here's what happens 
buy Goodall Long-Life Flexible 
ry Hose: Goodall Rubber m- 
nly manufacturer that can pro- ; 
ary hose invesment . . . because 
‘oupling is the only rotary hose 
hat can be rebuilt into the old : 
< if a Goodall Rotary Hose is 
we simply reset the Barney 
ra nominal t and your hose 
for additional service. This 
} these other exclusive features of 
‘ na-Life Fle e Cord Rot 
ave leu Uverioo 2 ng Flexil rd Rotary 
; npetitive in price. Your Barney 
@ permanent salvage value. 
5 C ngest hose that can be built. 
nstruction means extra drilling 
tory 
ny bod 
Barney 
7 
\ 
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planning to spend in their 
1951 capital-investment 
programs... 


The annual capital-investment survey just completed by the McGraw- 
Hill Department of Economics under the direction of Dr, Dexter M. 
Keezer, company economist, indicates that the textile mills of this 
country plan to expend 46% more dollars in 1951 than they did in 
1950 for capital investment in plant and equipment. Dr. Keezer’s 
survey indicates that textile mills in 1950 plowed back $460,000,000 
into their properties. That was then an all-time high record; yet 
1951, with $680,000,000 in prospect, puts 1950 in the shade. 


The textile industry is one of the country’s major industries. It offers 
a stabilized market well worth your cultivation, now — and con- 
tinuously. 


TEXTILE WORLD with its over 23,200 paid subscribers — serving 
key men among the key mills throughout the entire industry — is in 
ideal position to help spear-head your sales campaign. Our home 
office and district managers are ready to serve you. 


DISTRICT MANAGERS 
WM. G. ASHMORE, Box 1337, Tryon, N. C. 
RALPH L. CHISHOLM, 1427 Statler Bidg., Boston 16 


i M. C. MacKENZIE, 520 North Michigan Ave., Chicago 11 
A. W. FISHER, 330 West 42nd St., New York 18 
H. C. HARVEY, 17th and Sansom Sts., Philadelphia 3 
JOHN G. SABELLA, 1510 Hanna Bidg., Clevelond 15 


330 WEST 42ND STREET, NEW YORK 18, N.Y J. C. WHITE, J8.7330 West 42nd St., New York 18 


J. W. OTTERSON, 68 Post St., San Francisco 4 
CARL W. DYSINGER, 1111 Wilshire Bivd., Los Angeles 17 


“ds useful a any machine the mill” J. H, ALLEN, Empire Bank Bidg., Dallas 1 


(at) 


KP 
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advertising 


in business 


April 


volume 


papers 


volume 4.5% (in pages) over 1950 


pa 
Industrial group = 


1950 

Aero Digest 55 52 
Aeronautical Engineering 

Review 59 
American Aviation (bi-w.) §°97 
American Builder 245 193 
American City §°162 *138 
American Dyestuff Reporter’ £114 85 
American Machinist (bi-w.).’ '*526 
American Printer 31 30 
Analytical Chemistry ” 43 
Arts & Architecture 20 23 
Architectural Record 232 230 
Automotive Industries 

(semi-mo 174 140 
Aviation Age 
Aviation Week *205 "129 
Bakers’ Helper (bi-w.) 133 189 
Bedding 76 82 
Better Roads 33 38 
Boxboard Containers 5O 45 
Brewers’ Digest 44 41 
Brick & Clay Record 
Bus Transportation 113 124 
Butane-Propane News 

(4'2x6',) 78 84 
@ Unis herwise noted. a ttions 
we hlie nd have ndard 7x10 inch 
adve page 
SIncludes a special issue 


*Includes classified adv ertising 
Estimated 

Two issues 
* Three issues 
‘Four issues 
* Five issues 
*Formerly Food Industries 


7x10 units, sold as pages 
Does not include advertising in special 
Western section 


/ Industrial Marketing 


Industrial group 
Butter, Cheese & Milk 

Products Journal 46 
Canner (w.) 
Ceramic Industry 8°124 
Chemical & Engineering 

News (w.) * 
Chemical Engineerin 275 
Chemical Industries Week 70 
Chemical Processing 157 
Civil Engineering 55 
Coal Age 129 
Coal Mining $31 
Commercial Car Journal $281 
Construction Digest (bi-w.) *182 
Constructioneer *130 
Construction Methods & 

Equipment *132 
Construction News Monthly *79 
Constructor 52 
Contractors & Engineers 

Monthly (994x114) . 
Dairy Record 69 
Design News 180 
Diesel Progress (9x12) fi 52 
Distribution Age 59 
Drilling 84 
Drug & Cosmetic Industry .. *100 
Electric Light & Power .... 99 
Electrical Construction & 

Maintenance s*154 
Electrical 63 
Electrical South . ne 62 
Electrical West $103 


Electrical World (w.) 
Electronics 
Engineering & Mining 
Journal 138 
Engineering News-Record 


*305 

iting Engineer 38 
Factory Management & 

Maintenance °305 

Fire Engineering 49 

Fleet Owner 


1951 


19st | 1950 page change change 
nd 19 17 | 68 , 
Product new units ) 2.450 | 60 30 
Trade 6,052 6.552 500 6 
1 T 3 
x} { 002 4 
Grand total 31.508 30.159 1.349 45 
Year to date polume 5° (in pages) over 1950 
1951 | 1950 page change! %, change 
ad ini 134 + 
4.424 4 
188 0,49 ; 349 + 34 
4 6.3 
Grand total 118.659 113.046 5.613 + $.0 


Advertising volume for first 
four months of 1951 up 5° 


® ADVERTISING volume for 256 busi- 
ness papers reporting to INDUSTRIAL 
MARKETING is up 5% in the first four 
months of 1951 over the correspond- 
ing period last year. 

This is an over-all gain of 5,613 
pages over 113,046 pages carried in 
1950. Industrial papers alone gained 
5,921 pages, product news publica- 
tions gained 981 one-ninth page 
units and class papers gained 349 
pages. These three gains equal 6,251 
pages minus the 1,347 pages lost by 
trade papers and the 291 pages lost 
to date by export papers. 

In April, the 152 industrial papers 
gained 8.6%, or 1,527 pages more 
than in 1950. Seven product news 
publications increased 13.4°, or 290 
one-ninth page units. 

The trade group was behind in 
April, 51 publications dropping 500 
pages under the 6,552 pages in 1950, 
or 7.6% 

Class reversed itself, dropped nine 
pages, or 0.3%, for April, although 
year-to-date total for the 28 papers 
is up 3.4%. Eighteen export publi- 
cations gained 41 pages, or 4.1%, the 
first gain to appear here since last 
September. 


Industrial group 1951 
Food Engineering* *139 
Food Packer 39 
Food Processing 
Foundry §°207 *170 
Gas 67 
Gas Age (bi-w.) . ‘ 106 98 
Heating & Ventilating . 81 81 
Heating, Piping & Air 

Conditioning : 129 131 
Ice Cream Review .. 91 Bal 
Industrial & Engineering 

Chemistry 115 108 
Industrial Finishing (446x614) 69 76 
Industry & Pow 83 88 
Inland Printer . 63 59 
Interiors ‘ 137 105 
Iron Age (w.) *435 
Lumberman *117 *106 
Magazine of Building 191 214 
Machine & Tool Blue Book 

(4'ox6! 272 213 
Machine *De sign °257 °229 
Machinery 286 £283 
Manufacturers Record *36 *37 
Marine Engineering & 

Shipping Review 85 85 
Mass Transportation 19 26 
Materials & Methods 156 106 
Mechanical Engineering *135 °125 
Mechanization 8150 §100 
Metal Finishing . . 66 74 
Metal Progress . 108 98 
Milk Dealer 102 94 
Mill & Factory *248 *209 
Mining Engineering 34 26 
Modern Mi achine Shop 

(4' 2x6! 300 260 
Modern Met: als 35 
Modern Packaging . &*234 §*°218 
Modern Plastics §*170 
Modern Railroads ... 99 81 
National Petroleum News (w 138 127 


* 

=" 
pages pages 
; 1950 
45 
*145 
282 
92 
135 
48 
160 
831 
£230 
*163 
*107 
*124 
*80 
*62 
73 
132 
52 
49 
74 
*110 
103 
*116 
57 
62. 
4 
113 
40 
*272 
46 
‘ 


Readers Report they 


Read A.C.P Regionals Regularly 


] OUT OF 10 Readers Report they 
PREFER A.C.P. REGIONALS 


peed en Renter 


conducted by Research Report Company, 

Chicago, Illinois. The most complete read- ; ‘ 

ership survey of its kind in the construc- 
tion field. 58,650 questionnaires mailed 
to readers of A.C.P. publications. No 
publications were listed, reader wrote in 
names of publications. Results prove the 
preference for A.C.P. regional construc- 
tion publications which lead the next 
nearest rated construction magazine by 
4to}. 


OWES? 


Oey, 


SEND FOR 
SURVEY REPORT 


A copy of report booklet 
which completely summa- 
rizes Readership Survey 
coverage, tabulation meth- 
ods and results will be 
sent on request. This is 
must" reading for every- 
one advertising to the 
heavy equipment and 
construction morkets, 


| 
| 
OUT OF 
= q 
bction 
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Industrial group 1950 
National Provisioner (w.) *s194 "8208 
National Safety News 55 53 
Oil & Gas Journal (w.) 8°554 8°557 
Organic Finishing 12 13 
Pacific Builder & Engineer.. §°135 §&*°120 
Packaging Parade (exis) 71 105 
Paper Industry 7 38 
Paper Mill News (w.) . *8125 
Paper Trade Journal (w.) “14 *130 
Petroleum Engineer $192 158 
Petroleum Processing 68 74 
Petroleum Refiner 8° 153 
Pit & Quarry *113 *110 
Plant Engineering 58 
Plating 58 53 
Power 205 
Power Engineering 73 67 
Practical Butider 99 109 
Printing Magazine ay 
Product Engineering 7 227 
Production Engineering & 

Management 95 
Products Finishing (4',x6'» 83 71 
Progressive Architecture 
Purchasing *237 *224 
Quick Frozen Food & the 

Locker Plant 71 66 
Railway Age (w.) 227 218 
Railway Engineering & 

Maintenance a7 58 
Railway Mechanical & 

Electrical Engineer 8&2 82 
Railway Purchases & Stores ay 92 
Railway Signaling & 

Communications 32 25 
Roads & Streets bal 91 
Rock Products §*141 §°140 
Southern Lumber Journal *76 °72 
Southern Lumberman “14 
Southern Power & Industry. 35 92 
Steel (w.) "§°492 
Supervision 5 4 
Telephone 

(seri-mo.) 
Telephony (w.) *$°132 *°8°151 
Textile Industries 160 $205 
Textile World 8242 
Timbermar *102 *97 
Tool & Die Journal (5x7'») 110 104 
Tool Engineer 89 £162 
Traffic World (w 111 107 
Utilization 42 30 
Wastes Engineering 25 18 
Water & Sewage Works £138 53 
Water Works Engineering 8 SO 
Welding Engineer a9 46 
Western Canner & Packer "20 *37 
Western Construction 
Western Industry “46 °42 
Wood Worker *66 *68 
Woodworking Digest 

*157 *153 
World Oi $°203 
World Petroleum 76 51 

Total 19.207 17,680 
Product news group __1951__ 1950 

Volume figures for product news infor- 
mation publications are reported in 19 
page units (approx. 3'4x4%4) not in 
standard 7x10" pages 
Electrical Equipment 329 335 
Industrial Equipment News 800 
Industrial Maintenance 159 151 
New Equipment Digest 566 
Plastics World 217 148 
Product Design & 

Development 297 256 
Transportation Supply News 82 51 

Total 1/9 page units 2.450 2,160 
Trade group 1951 1950 
Air Conditioning & Refriger- 

ation News (w.) (11')x16)..° 
American Artisan 97 iM 
American Druggist 115 
American Lumberman & 

Building Products 

Merchandiser (bi-w.) 


06 indus Marketing 


pages 


Trade group 
Boot & Shoe Recorder 

(semi-mo *194 *200 
Building Supply News 153 140 
Chain Store e 

Administration Editions 

Combinations *32 

Druggist Editions 883 £108 

General Merchandise— 

Variety Store Editions .. £139 

Grocery Editions .......... 107 89 
Department Store Economist. 90 102 
Domestic Engineering ... 159 174 
Electrical Dealer oe 55 70 
Electrical Merchandising 

(9x12) "149 *168 
Electrical Wholesaling "83 
Farm Equipment Retailing .. 70 80 
Farm Implement News 

(semi-mo.) §°241 
Florists’ Review (w.) .. §°410 §°491 
Fueloil & Oil Heat 895 $131 
Geyer's Topics 7 75 
Glass Digest 28 32 
Hardware Age (bi-w.) 8287 8384 
Hatchery & Feed 41 39 
Hosiery & Underwear Review 120 128 
Hosiery Industry Weekly 
Hosiery Merchandising 27 26 
Implement & Tractor (bi-w.) * ‘175 ‘230 
Implement Recorc 897 
Industrial Distribution 218 169 
Jewelers’ Circular-Keystone . 160 171 
Leather & Shoes (w 
Lingerie Merchandising 58 64 
Liquor Store & Dispenser ... 38 
Motor 148 172 
Motor Age 108 126 
Motor Service (4'4x6',) 175 162 
NJ _ (National Jeweler) 

( 168 
National Bottlers’ Gazette .. 81 89 
Office Appliances pene — 131 142 
Photographic Trade News 45 45 
Plumbing & Heating Business 101 102 
Plumbing & Heating Journal 63 76 
Plumbing & 

30 35 
Poultry Supply Dealer ...... “4 *31 
Progressive Grocer (4'4x7"'4). 151 144 
Sheet Metal Worker *52 *69 
Southern Hardware 14 143 
Sporting Goods Dealer 142 173 
Sports Age os 51 
Super Market Merchandising 109 129 
Variety Me rchandiser 

(4°_x6* 73 86 
Wood Cc onstruction & 

Building Materialist . . oO 48 

6.052 6,552 
Class group 1951 1950 
Advertising Age (w.) 

American Funeral Director *70 *70 
American Hairdresser . s 47 
American Restaurant .. - 82 86 
Banking (7x10-3 73 63 
Billboard (w.) *8°303 
Chain Store Age 

Fountain Restaurant 

Combinations ° 2 
Cleaning & Laundry World .. 31 M4 
Dental Survey 102 
Fountain Service .. 858 862 
Hospital Management 66 
Hotel Management 91 oF 
Hotel Monthly “48 
Hotel World-Review (w.) 

(9'4xl4 
Industrial Marketing ... 82 89 
Journal of the American 

Medical Association (w.)..*'§°328 °§°348 
BED *57 *62 


Class group 

Medical Economics (4° 153 119 
Modern Beauty Shop 79 76 
Modern Medic ine (semi-mo.) 

(4' 4x63, -- 23 
Nation's be nools- 105 
Oral Hygiene (4-5, 16x7-3/16). 124 129 
Proceedings of the L.R.E . 87 78 
Restaurant Management .... 82 78 
Scholastic Coac . 37 41 
School & C ollexe Manage- 

ment (9'2x11% 19 
School Executive School 

Equipment News : 82 76 
What's New in Home 

Economics 72 107 

Total 2.756 765 
Export group 1951 1980 
American Automobile 

(overseas edition) ‘ 92 
American Exporter 

(2 editions) 131 136 
American Exporter Industrial 

(2 editions) 132 118 
Automovil Americano 103 112 
Caminos y Calles ° 28 29 
Embotellador (quarterly) 42 32 
Farmaceutico . 45 35 
Hacienda (2 editions) 91 4 
El Hospital : 18 12 
Ingenieria Internacional 

onstruccion 63 51 
Ingenieria Internacional i 

Industria ‘ 82 75 
McGraw-Hill Digest 33 “4 
Petroleo Interamericano 41 
Pharmacy International 21 18 
Revista Aerea 

Latinoamericana ll 13 
Revista Rotaria . 7 6 
Spanish Oral Hygiene 

(4-5, 16x7-3/ 16) “4 31 
Textiles Panamericanos 69 61 

Total 1,043 1,002 


SIncludes a special issue 
*Includes classified advertising 
Estimated 

Two issues 

Three issues 

‘Four issues 

* Five issues 


Effective with the issue, Operating 
Engineer has merged with Power. 


7x10 units, sold as pages 


Note: The above figures must not be 
quoted or reproduced without permission. 


former vice-president 
LeVally, Inc., Chi- 


Needham, Louis, 


James G. Cominos . . 


and general manager of 


cago agency, has 


& Brorby 


oined 


Chicago, as a vice-president. 


operated his own 
been ap- 
sales the 

Hardware World, New 
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agency in ©, has 


manager of 
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Penton Put ng Co., Cleveland, 
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An Idea for Advertising 
on our 18th Birthday 


Remember 1933? In retrospect it 
doesn't seem so bad, but at the 
time the long depression seemed 
to be going on and on forever. 

In that year, sponsored by 
Thomas Register of American 
Manufacturers, recognized leader 
in directory publishing, a new 
service to industry was inaugurated 
—a magazine devoted exclusively 
to product news and information. 
The new monthly was called, ap- 
propriately enough, Industrial 
Equipment News. 

The first experimental issue was 
received with enthusiasm in May. 
1933. 

This month, on its 18th birthday, 
IEN is serving more readers than 
ever before, is carrying the mes- 
sages of more advertisers, and as 
would be expected, is standing head 
and shoulders above all other pub- 
lications in the field it created. 

Our 18th anniversary finds TEN 
intensifying its appeal to adver- 
tisers to feature LSEFUL INFOR- 
MATION, particularly if their 
products are in short supply. This 
can be a major contribution to pro- 
duction at this critical time. If you 
have a problem of how to adver- 
tise a product that is already over- 
sold, write IEN for “An Idea to 
Use in a Seller's Market.” 


The 


FOUNDED 1933 


BRANCH OFFICES—BOSTON + CHICAGO + CLEVELAND + DETROIT + INDIANAPOLIS + LOS ANGELES + PHILADELPHIA + PITTSBURGH 


INDUSTRIAL EQUIPMENT NEWS 


Thomas 461E Avenue, New York, N.Y. 


Industry's Deepest Secrets 


are known first to and carried out by the 
men who read Industrial Equipment ews 


The deepest secrets of industry concern expansion programs, 
production changes, new and improved products. Long before 
these plans aré publicly announced they are known to a few — 


a very few — key men in the organization. 


At this early stage major decisions are made — decisions that 
concern the selection of manufacturing equipment, parts, materials. 
What a break it would be to reach this highly selected audience 


with your product story at this critical time! 


But wait. You can reach these very men, and at the critical 
time, too!! Because these key men are the top operating, engineer- 
ing and production men . . . the very people who see IEN (over 
90% by request) and who use it for finding, specifying and 


buying what they need. 


Your next-to-editorial advertising message in LEN is strategically 
placed before 62,000 such men in the top plants of every major 
industry .. . at the very time they are looking for product informa- 


tion. For full details, send for a copy of The TEN Plan. 


INDUSTRY'S ORIGINAL PRODUCT INFORMATION SERVICE 
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4 MECHANICAL CATALOG 


AND DIRECTORY 


* FORTIETH AWMUAL VOLUME 


An illustrated description of your product in the 
ASME MECHANICAL CATALOG 

is your best defense against being overlooked 
when a market is being explored by members of 
THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS 
for industrial equipment, materials and supplies. 


Write to publisher for interesting details 


American Society of Mechanical Engineers 


WEST 


39TH 


STREET. NEW YORE 


18. Y. 
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Chapter activities 
of the National Industrial 
Advertisers Association 


Apsey slated for 


V. P.’s may be Bayer, Oldham, 
Tofte, Wedereit: conference 
to hear mobilization chief 


® new york . . John F. Apsey, Jr., 
Biack & Decker Mfg. Co., Towson, 
Md., has been 
nominated for 
president of the 
National Indus- 
trial Advertisers 
Association, 
heading a slate 
of new officers 
Roa to be elected at 
the annual NIAA 

conference June 24-27. 

Others on the slate include: 

Vice-presidents: Kenneth J. Bay- 
er, Oakleigh R. French & Associates, 
St. Louis; Harold H. Oldham, Re- 
public Steel Corp., Cleveland; Ar- 
thur R. Tofte, Allis-Chalmers Mfg. 
Co., Milwaukee; and Gene Wedereit, 


‘a 


president 


Girdler Corp.-Tube Turns, Louis- 
ville. Secretary-treasurer: Robert D. 
Towne, W. L. Towne Advertising, 
New York. Other vice-presidents 
now in office are expected to con- 
tinue their tenure. 

Charles E. Wilson, director of the 
Office of Defense Mobilization, has 
accepted an invitation to address the 
annual conference, which is expected 
to draw 600 NIAA members. The 
mobilization chief will speak at a 
conference luncheon June 25. 

Other conference developments: 

The proposed new advertising re- 
search foundation to be sponsored by 
NIAA (IM, Feb.) will be discussed 
in detail by NIAA President Ben- 
nett S. Chapple, Jr., assistant vice- 
president, U. S. Steel Corp., Pitts- 
burgh. 

Six of ten panel leaders have been 
appointed by Program Chairman 
William K. Beard, Jr., president, As- 


continued on page 92 


National headquarters * 1776 Broadway, New York 19, N. Y. 
Bennett Chapple Jr.. president 
Blaine G. Wiley. executive secretary 


Trade show study making 
‘greatest’ progress: Weimer 


pittssuRGH . . William F. Weimer, 
advertising manager, Rockwell Mfg. 
Co., chairman of the show exhibits 
committee of the National Industrial 
Advertisers Association, believes 
that progress in improving and eval- 
uating industrial shows is greater 
than at any time in the history of 
NIAA and that the committee “will 
be able to show results within the 
next year.” 

He :nade the statements in an ex- 
change of letters with Charles F. 
Logan, president of the British 
Columbia Industrial Advertisers As- 
sociation, and account executive of 
Howard Goodwin, Vancouver agen- 
cy, who had asked what results Mr. 
Weimer’s committee had achieved. 

The committee is working with the 
Exhibitors Advisory Council and the 
Association of National Advertisers, 
co-sponsors with NIAA of the new 
Exhibitors Audience Audit Bureau, 
which now is auditing an industrial 
show, the name of which has not 
been revealed (IM, April). 

“T am not at liberty to disclose at 
this time the show in question be- 
cause any bugs in our procedure of 
handling this first job will have to 
be ironed out before we proceed fur- 
ther,” Mr. Weimer said in his letter 


< 


Sponsors and administrators complete plans 
for presenting the new Traffic Service 
awards of $500 and $250 for the best 
chapter publications in the National Indus- 
trial Advertisers Association. From left: 
NIAA executive secretary Blaine G. Wiley; 
Richard W. Darrow of Glenn L. Martin Co., 
Baltimore, chairman, awards administrative 
committee; and Emil G. Stanley, vice-pres 
ident, Traffic Service Corp., award donor. 
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to Mr. Logan. Mr. Weimer said that 
the committee did not wish to risk 
embarrassing the show by releasing 
its name if the first findings were 
not “as gratifying as we hope them 
to be.” 

Expressing conviction that inves- 
tigation into industrial shows will 
fail if the effort is to correct all evils 
at once, Mr. Weimer asserted: 

“We must crawl before we can 
walk, and my contention is that by 
taking a step at a time eventually 
we will get there.” He believed that 
the current audit is the first step. 


Detroit chapter votes 


on dues increase to $30 
®@ DETROIT Ballots are being dis- 
tributed by mail to members of the 
Industrial Marketers of Detroit to 
vote on a new constitution which 
will include a raise in dues from $20 
to $30 a year 

Of the current $20 dues, $10 goes 
to NIAA headquarters. The propos- 
ed $30 dues will be divided, with 
headquarters getting $15. Thomas 
D. Heap, secretary, said that the new 
dues “can only be considered a cost- 


of-living increase.” 
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Chapter heads solve problems 
at NIAA regional meetings 


® cuicaco . . More than 150 chapter 
officers and leaders of the National 
Industrial Advertisers Association 
attended a series of four one-day 
regional conferences to familiarize 
local officers with recommended 
procedures for conducting chapter 
business and activities. 

Conferences in Kansas City, New 
York, Chicago and Cleveland were 
conducted by a group of NIAA of- 
ficers including President Bennett S. 
Chapple Jr., assistant vice president, 
U. S. Steel Corp., Pittsburgh; NIAA 
executive secretary Blaine G. Wiley; 


1? 


NIAA Vice-Presidents W. B. Mon- 
tague, U. S. Steel Corp., and R. A. 
Joyce, “Automatic” Sprinkler Corp. 
of America, Youngstown, Ohio: and 
International Director-At-Large 
Gene Wedereit, director of advertis- 
ing, Girdler Corp. & Tube Turns, 
Inc., Louisville. 

Mr. Montague discussed NIAA or- 
ganization, and duties of chapter of- 
ficers and committees. Using a color 
slide film to visualize his remarks, 
Mr. Montague recommended that 
chapter activities be organized into 
ten departments. 

They are constitution and policy, 
activities, auditing, public relations, 
employment, finance, memberships, 


{lice ind member the National In 
med Ape 
Bt At the speakers ‘able during a dinner at stidler Corp., Louisville; and (seated) Ray- ‘ 
ncinnati Industrial Advertisers As- mond P. Wigger idvertising manager, 
ttion's h Valley nference were Frank G. Hough C Libertyville, I pro- ; 
Z| inding, { ett) Forrest U. Webster jram chairman Frank J. Smith, advertis- 
€ t marketing nsultant harle Win ing manager, Nutone Walter F. Terry, 
ke un, chief industrial engineering super vice-president ulvert [ ers Corp, 
kie { America, Youngstown, O.; and Smith & Ros ind James Thoma hirurg on 
Vedere 1dvertising manager Boston. For the story, se« 4,35 


“INDUSTRIAL ADVERTISING 


TAKE THESE 2 sTEPs 
NOW! 


Send in your Conference 
* registration with a check 
to NIAA Headquarters! 


2 Send in your hotel reserva- 
* tion card — at once! 
You'll be in trouble 
if you wait. 


TELLS HOW - NOW!” 


Get the answers to the many perplexing questions which beset all industrial ad 

managers, publishers and agency i 

picture can change from rosy to 

Attend the National Industrial 

the W nationally famous 
-attend advertising clinics, led by well-known 
n benefit both from the speeches and from the 
he floor. Enjoy yourselves and relax, too, during 

your trip to the world’s largest city! 


Conference dates: June 24, 25, 26, 27, 1951 
29th Annual Conterence 
NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 
1776 Broadway, New York 19, N. Y. 
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At the regional conference of National In Schroeder, F ngsworth & ns, vice 
j 5 ers A 2 vhica president, Rockford chapter; Louis R. Klein 
Marsha nk zish sreenlee & easurer, Rockford 
Machi Milwaukee ct hapter; and Henry Tymick of the Buchen 
t ; ; tt hicago agency, and past president 
Rock NIAA A { the Chica hapte 


ON 


INIAA 


— 
an The National Industrial Adver- 
tisers Association decided to hold 
the 1926 convention June 22-23 at 
Philadelphia concurrently with the 
annual meeting of the Associated 
Advertising Clubs of the World. As- 
sociated Business Papers was in- 
vited to join in the NIAA sessions. 
N. S. Greensfelder, Hercules 
Powder Co., Wilmington, Del., 
dent of the Eastern Industrial Ad- 
named chairman of 


presi- 


vertisers, 
the general convention committee 

J. R. Hopkins, Chicago Belting 
Co., president of the Chicago Engi- 
neering Advertisers Association, 
heads the program committee. H. P 
Sigwalt, Milwaukee Corrugating Co., 
and vice-president of the Milwaukee 
is in charge of exhibits. 


was 


chapter, 


® As in the past, INDUSTRIAL MARKET- 
Inc will present a sterling silver cup 
for the best exhibit. Bennett Chap- 
ple, American Rolling Mill Co., and 
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president of NIAA, has created the 
President's Cup, a new award for the 
best exhibit made by a local asso- 
ciation. Judging of entries and award 
presentations will be made early in 
the convention proceedings, so that 
members in attendance will be able 
to study the winners. 

There will be three classes of ex- 
hibitors: manufacturers in the in- 
dustrial field, industrial agencies, 
and business papers. Twelve prizes 
will be awarded in different cate- 
gories, including best exhibit of in- 
dustrial advertising, best campaign 
story, best business paper ad. 
® Seventy-four industrial ads were 
criticized at the April meeting of 
the Technical Publicity Associa- 
New York. Fred Suhr, art di- 
rector, Cowan, Dempsey & Dengler, 
functioned as chief critic, while TPA 
members who furnished the guinea 
pig ads, aided the study. 


tion, 


Apsey slated for president 


-ontinued from page 89 


sociated Business Publications: 

Advertising research: Mr. Apsey, 
Advertising related to sales: R. 
B. Reid, apparatus advertising de- 
partment, General Electric Co. In- 
dustrial publicity: Charles Mc- 
Donough, a past NIAA president, 
associated with Combustion Engi- 
neering Superheater. Measurement 
of market potentials: George L. 
Staudt, Harnischfeger Corp. 

Industrial advertising effective- 
ness: Robert Barbour, Bakelite 
Corp. Trade shows: William F. 
Weimer, Rockwell Mfg. Co., chair- 
man of NIAA’s committee of conven- 
tions and exhibits. 

Awards to be presented at the con- 
ference and the NIAA chairman of 
each award committee include: In- 
dustrial Advertising Award (NIAA 
sponsored), Maurice Phillips, Inter- 
national Nickel Co., New York; In- 
dustrial Press Award, W. R. North- 
lich, Farson, Huff & Northlich, Cin- 
cinnati; McGraw-Hill Award, Rob- 
ert C. Myers, United States Steel Co., 
Pittsburgh; Publishers’ Sales Presen- 
tation Award (NIAA sponsored), 
Kenneth J. Bayer, Oakleigh R. 
French & Associates, St. Louis; Put- 
man Award, Richard F. Corrigan, 
George D. Roper Corp., Rockford; 
Traffic Service Award, Carl Mc- 
Wade, Skilsaw, Chicago. 

In addition, INDUSTRIAL MARKET- 
1nc’s 13th annual editorial achieve- 
ment competition awards will be pre- 
sented by Bernard J. Dolan, sales 
manager, Peter A. Frasse & Co., New 
York. IM will present 15 bronze 
plaques and 30 certificates of merit 
to winners in five classifications: (1) 
best series of related articles; (2) 
best single article; (3) best single is- 
sue; (4) best graphic presentation; 
(5) best market or technical re- 
search. Twenty-one experts will 
judge the entries May 16 at the Hotel 
Sheraton, Chicago. 


Western mcnben . f the National Indus- 


trial Adv 


the annu erence in New Y na 
ecial NIAA section of the New York 
2 Oth ntury Limited 
John E. Carroll . . former general sales 
nager, has been e-president 
{ sales, American t and Derrick Co., 
Pan 
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Check your opportunities 
in this high priority market 


The metalworking industry is the place to 
look for rated orders. Under the impact of 
rearmament this industry becomes more 
important than ever as a source of volume 
business. To help you check your oppor- 
tunities in the high priority market, write 
for STEEL’s new 1951 Market Selector. 
This unique slide chart enables you to 
measure all dimensions of the market— 
size of plants, products manufactured, op- 
erations performed—and all dimensions 
of STEEL’s intensive coverage of buying 
power. Write for your Metalworking Mar- 
ket Selector Slide Chart today. STEEL @ 
Penton Building @ Lakeside and W. Third 
St. @ Cleveland 13, Ohio 


What makes this the 
most effective way to 
reach Design Engineers ? 


No other design publication can give you 
coverage of so many plants where your 
product can be specified. Wherever prod- 
ucts are being designed you'll find key 
men reading MACHINE DESIGN. For 
proof of the effectiveness of its coverage 
of plants, and its wide-spread influence 
upon the men responsible for design 
changes and product improvement, write 
for MACHINE DESIGN's Data File. It will 
help you in planning to develop more 
business from the Original Equipment 
Market. Send now for the Data File that 
gives you all the facts on this important 
volume market. MACHINE DESIGN e 
Penton Building @ Lakeside and W. Third 
St. @ Cleveland 13, Ohio 


| 
PENTON PUBLICATIONS +,Penton Bldg. + Lakeside and W. Thitd St. »‘Cleveland 


Here’s help in analyzing 
the foundry market 


Long and close contact with the industry 
gives FOUNDRY an intimate knowledge 
of the market. From an every-other-year 
census of the industry, valuable sales helps 
such as the FOUNDRY MARKET ATLAS 
have been developed. This provides a 
new concept of the foundry market. The 
Atlas breaks down the industry into 96 
marketing areas, helps you locate re- 
gional or national markets; establish sales 
potentials. It maps the top ten foundry 
markets and analyzes areas by number of 
foundries, employment and metals cast. 
Write for your copy of the FOUNDRY 
MARKET ATLAS. FOUNDRY e@ Penton 
Building @ Lakeside and W. Third St. @ 
Cleveland 13, Ohio 


For industrial coverage 
take a look at 
“The Toledo Story” 


In this report, we have focused attention 
on one typical city and really ‘taken the 
lid off it’. Every manufacturing plant was 
examined and evaluated. Every copy of 
N.E.D. was ‘tracked down’ and the indi- 
vidual readers were contacted. Informa- 
tion was secured from nearly every man 
on the inquiries produced and purchases 
made through reading New Equipment 
Digest. “The Toledo Story” will give you 
a chance to see exactly how one industrial 
publication operates in an average indus- 
trial city. Write for your copy today. 
NEW EQUIPMENT DIGEST e Penton 
Building @ Lakeside and W. Third St. @ 
Cleveland 13, Ohio 


13, Ohio 
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nominating, program and social. 

He also urged that newly elected 
officers should meet with commit- 
tees and other chapter leaders in 
July or early August rather than 
| waiting until just prior to the first 
| meeting in the fall. 

Speaking of the many details in- 
volved in the administration of 
| medium-sized and large chapters, 
| Mr. Montague said that groups with 
100 or more members should con- 
sider hiring a part-time secretary. 

Mr. Joyce, speaking on current ac- 
tivities of the national membership 
committee, illustrated a direct mail 
membership promotion campaign 
suggested for use by local chapters. 
A special manual available to chap- 
ter membership chairmen includes 
copy for recommended letters, tells 
when and how to issue mailings. An 
important part of the campaign is a 


INDUSTRY s BIGGEST recently published booklet, “If You 
CIRCULATION PAYS OFF ‘1N RESULTS Sell to Industry.” The booklet, which 


is sent to prospective members, tells 


i vis OF COVERAGE 


There’s an old adage—ring enough doorbells and you're bound to 
| make sales! |. M. RINGS DOORBELLS! More of them than any other the adventagns of maniacal. 
Industrial publication! And the right kind of “doorbells” too. 80,000 


Mr. Wedereit presented a second 


circulation penetrating America’s best plants at the operating level. 


Your advertising message in |. M. will be exposed to over 240,000 color slide film, “The Importance of 
readers—Plant engineers, Administrative heads, and key operating Public Relations to your Chapter 
personnel. This kind of “"WALLOP” gets results! Advertise to and NIAA.” Mr. Wedereit recom- 
1. M.'s mighty 80,000! mended effective ways for conduct- 
FREE! Write for informative new | ing PR programs, and emphasized 


Brochure, “FACTS ABOUT INDUSTRY'S the importance of setting up local 
MOST EFFECTIVE SALES TOOL!” 


THE LIFE oF INDUSTRY 


bureaus to supply speakers to col- 
lege, high school, civic and religious 
groups. 

He also said that the chapter PR 


, job required a spark-plug, self start- 
R OF : 
memMsER © ccA er, extrovert type, and warned chap- 


INDUSTRIAL MAINTENANCE . | ter presidents against overlooking a 
| reservoir of ideal candidates among 


3623-27 Filbert St., Philadelphia 4, Penna. 


former chapter officers. “Don't cast 
aside former chapter leaders and of- 
ficers . . for their background par- 
ticularly suits them for chapter pub- 
lic relations work,” Mr. Wedereit 
added. 

Mr. Wiley explained the organiza- 
tion of the headquarters office in 
New York and how this group fits 
into the over-all NIAA picture. After 


This Emblem Means Dat 
IT’S EASY FOR YOU 


Market Data 


to Get Media and Market Data FRearnrnt 


When you see it in the advertisements of business publications—in their | outlining services rendered by the 
promotion copy in folders, on bietters, in circulers—you headquarters staff, Mr. Wiley cited 
reminded that the publication has filed its complete reference | the need for a uniform accounting . 


Market Data Book Number. It means you can find facts on the publication's 
editorial services, circulation, influence, morket studies, and similer 
information, adjacent te complete data on the market it serves. 


system among chapters. Emphasiz- 
ing his hope that such a method 
might be adopted, he said: “Uniform 


—i | 
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accounting methods among all chap- 
ters would certainly be most desir- 
able. Unfortunately, in the past, pro- 
posals for a change have met with 
luke-warm or negative response. 
Nevertheless, we still hope such a 
method will some day be adopted.” 

Reporting on the results of public 
relations activities by his office, Mr. 
Wiley said that 40 news releases are 
issued annually which result in more 
than 5,000 column inches of publicity 
in daily newspapers and business 
publications. 

President Chapple reported in de- 
tail on a proposed advertising re- 
search foundation to be under NIAA 
sponsorship. Such a foundation, pos- 
sibly operating under an annual 
budget of $75,000 contributed in 
relatively small amounts by indus- 
trial manufacturers, large and small, 
would function under a committee 
of five or six top executives in the 
field of advertising, marketing and 
selling. 

Mr. Chapple said present plans for 
the foundation are strictly in the 
formative stage, and that changes 
and alterations would undoubtedly 
be made as a result of suggestions 
from the membership. Plans will be 
discussed in complete detail at the 
forthcoming NIAA annual confer- 
ence in New York, June 24-27, he 


said. 


Chicago chapter publishes 
booklet on ad careers 


® cnicaco . . A new booklet, “How 
to Prepare for a Career in Industrial 
Advertising,” has been published by 
the Chicago Industrial Advertisers 
Association for distribution to high 
schools and colleges 

CIAA editors of the booklet, which 
was several months in preparation 
(IM, January), received help from 
such educational authorities as Dr. 
Arthur H. Rice, managing editor, 
Nation’s Schools, John T. McMahon, 
director, division of guidance and 
counseling, Chicago Public Schools; 
Haroid S. Dawson, director of place- 
ment, University of IIllinois, and 
Joseph W. Cannon, Jr., advertising 
director, Nation's Schools. Dan 
Smith, executive art director of 
Poole Brothers, Chicago printer, de- 


signed the booklet. 


Here’s good news 
for the business 
looking for sales 
and/or good will 


aon ry 
of aiding ! 
form! 7 
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5. D. WARREN COMPANY'S message 
“ in The Saturday Evening Post. 
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Of the 98 magazines carrying the NBP banner, the 
following publications serve the industrial field: 


American Painter & Decorator 
Atlantic Fisherman 
Aviation Age 

Bakers Review 

Boat & Equipment News 
Boating Industry 
Butane-Propane News 
Chemical Processing 
Concrete 

Construction Digest 
Construction News Monthly 
Constructioneer 
Contractors & Engineers Monthly 
Design News 

Diesel Progress 

Drilling 

Electric Light & Power 
Electrical Manufacturing 
Food Packer, The 

Food Processing 

Gas 

Industrial Equipment News 
Industrial Sheet Metal 
Industry & Power 

Machine Design 

Machine Tool Blue Book 
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Maritime Reporter 

Meat 

Mechanization 

Metal Finishing 

Mill & Factory 

Modern Machine Shop 
Modern Railroads 

New England Construction 
New England Electrical News 
New Equipment Digest 
Office, The 

Organic Finishing 
Petroleum Marketer 
Petroleum Processing 
Plumbing & Heating Journal 
Products Finishing 
Purchasing News 
Qualified Contractor 
Sheet Metal Worker 

Sugar 

Utilization 

Western Industry 

Western Metals 

Wood 

Wood Working Digest 
World Petroleum 


N AA This is the story 
of the industrial 
FA publications that 
are members of 


National Business Publications, Inc. 
These industrial publications are de- 
signed for and used by the specialist. 
Their editorial content is specifically 


slanted to serve the industrial techni- 


cian who must keep abreast of the new- 
est trends in his specialized field. 


Listed here are the names of these 
NBP publications that serve the indus- 


trial field. Their combined circulations 


cover more than 1,000,000 of these spe- 


cialists at a remarkably low cost-per- 
thousand readers. 


Our national economy is purring 
along at the unprecedented rate of $280 
billions annually. $209.6 billions of this 
gross national product are concentrated 


in 17 categories served by NBP Indus- 
trial Publications. Are you interested in 
the $35 billion food processing industry 
or the $40 billion chemical industry? 
Want to reach 1250 operating companies 
accounting for 87% of the total coal pro- 
duced annually? Like to sell the makers 
who produce over 11 million radio and 
television sets annually? You can do it 
better at less expense by advertising in 
NBP Industrial Publications! 


NATIONAL . 


1001 FIFTEENTH 


7 
‘ 
7 
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All NBP industrial 
publications are dis- 
tributed by controlled 
circulation to specific 
technical groups with similar interests. 
Controlled circulation periodicals com- 
prise approximately 50 per cent of the 
country’s independent business press. 


When you see the NBP insigne on an 
industrial magazine masthead, you can 
be sure of the highest quality editorial 
content and certain of top advertising 


results. Like these: 


—a leading advertising agency 
tabulated all reader response 
to one client's advertising. Of 
the twenty publications bring- 
ing the most response, fifteen 
were controlled distribution 


papers. 


—a large materials manufac- 
turer made a readership study 
among key customers to deter- 
mine the most effective publi- 
cations for an advertising cam- 
paign. Tabulating the results on 
a cost per mention basis, they 
discovered that three out of the 
first four magazines on the list 
used controlled circulation 
methods. 


_ BUSINESS PUBLICATIONS, Inc. 


WASHINGTON 5, 


STREET, N. W. 


NBP headquarters is 
the “Clearing House” 
for these industrial 
publications where 
all the cooperative knowledge of their 
markets is available to advertisers 
and readers of the business press. 
NBP supports continuing studies to 
determine who reads what and why. In 
short, NBP functions as a catalyst 
to step up the teamwork among indus- 
trial publishers, advertisers and busi- 
ness paper readers. 


NBP industrial publications are 
unique among all periodicals for two 
reasons. (1) Their directed distribution 
gives comprehensive coverage of 
proven markets without waste. (2) Their 
editorial material is wholly devoted 
to industrial information of interest to 
those specialized groups whose knowl- 
edge and skill profoundly affect the 
economic, industrial and military 
strength of our nation. 


SILVER QUILL—To add 
greater interest and effec- 
tiveness to the business 

prof the 


* Silver Quill was first cre- 
ang = ated in 1950 by the National 
Business Publications, Inc., 


to be awarded annually to the individual perform- 
ing the most distinguished service to the business 
press of America. The 1951 Award was made by 
the President of the United States at the business 
mobilization dinner of the Society of Business Mag- 
azine Editors in Washington, D. C. 


WRITE FOR COMPLETE 
INFORMATION ABOUT NBP 


“THE SELECTIVE 
MEDIA GROUP” 


20 
4 
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I believe in advertising, but.. 


By John R. Netedu Ex: 


8 “you KNow, John, I've been doing 
a little thinking about advertising 

.” began the president of a com- 
pany that is a client of ours. 

It happened over the second cup 
of coffee just about the time I was 
beginning to compliment myself on 
a successful morning. Seven ads in 
the expanded new program were 
approved with only a couple of mi- 
nor blue pencil marks. Quite an 
achievement, thought I, considering 
that the top brass went over the 
new campaign with a fine tooth 
comb 

Then like a bolt out of the blue 
came the $64 question. The president 
continued: 

“I know that several months ago 
we approved an enlarged program 
for 1951. But I wonder if we 
shouldn't retrench because of de- 
velopments since then”? 

“Now, don't misunderstand me 
I've always been a great believer 
in advertising, but you know what 
present conditions are. We have a 
terrific demand for our products. In 
fact, we're turning down orders. And 
with the uncertainty of manpower. 
raw materials, government controls 
and so on why should we con- 
tinue to advertise when we don't 
need orders” 

Fortunately, I had put my cup of 
coffee down before I could spill it 

Here was a man who has gone 
through years of prosperity and de- 
pression with a world war sand- 
wiched in between. He has seen 
many companies gain an edge over 
competitors whe relaxed their ad- 
vertising and selling efforts during 
periods of shortages and war. He 


was one of those alert executives 


who had not made the mistake of 
these competitors in the past! 
Therefore, I could hardly believe 
what I was hearing. But I realized 
that the fault was all mine. I had 
committed the obvious error of being 
too complacent, of neglecting to 
keep alive the need for advertising, 
just because my client was an ex- 
perienced advertiser who once 
knew why advertising is vital in a 
company’s growth and progress in 
peace and war 
All the logic 


tories have been presented ably 


all the case his- 


by advertising men in answer to this 
question through the years. My client 
knew these answers. But the pres- 
sure of other business problems had 
made him forget. He had to be re- 
minded and re-sold 

“Frank,” I began, “that’s a good 
question. The answer was voiced 
several thousand years ago by an 
old Chinese philosopher: ‘Dig your 
well before you are thirsty!’ 

“You couldn't get a glass of water 
from the tap if somebody hadn't 
built a reservoir for the water 
Similarly a company must build a 
reservoir of acquaintance, recog- 
nition, acceptance and preference 
for its products. Then, when the 
salesmen go out and turn on the tap 
for orders, there is a good chance 
that orders will flow because adver- 
tising has helped to build a reser- 
voir 

A company can never afford to 
stop building this reservoir even 
during a war period if it wants 
to grow and be prosperous. A com- 
pany that advertises today and 
quits tomorrow misses tomorrow's 
market 


“Each advertiser is talking to a 
parade ..a parade of ever-chang- 
ing buying influences in an ever- 
changing market. Thousands of 
people die every day. Buried, too, 
are their beliefs and product prefer- 
ences. Furthermore, customers and 
prospects have bad memories. Im- 
press an idea in 100 minds . . and in 
24 hours, 25 minds forget it. Within 
four days, 75 minds forget it. To be 
remembered, ideas must be repeated 
over and over. 

“Yes, Frank, there are many good 
reasons for your company to con- 
tinue advertising at present . . and 
during a total war period, too, if 
that should come. You've heard these 
reasons many times. But, let’s run 
over them again. 

1. No business is ever permanently 
oversold. Even in a seller’s market, 
no business is ever wholly without 
competition. Buyers still have a 
choice . . even if it is only the choice 
of who will get their orders for fu- 
ture delivery 

2. There never was a time when 
it was not important for a company 
to consider its trade and consume! 
relations and such a time does 
not exist today 

3. The effect of advertising is 
cumulative. Stopping now may not 
make much immediate difference in 
business. The real effects are not 
likely to be noticed until the time 
comes as it surely will when 
sales that advertising could have 
helped insure should be pouring in, 
but aren't! 

4. War production will develop a 
complete new crop of sub-contrac- 
tors, executives, purchasing agents 
and engineers people who may 
know nothing about your products, 
services and reputation 

5. Present customers must be kept 
sold, even though you cannot fill 
their orders. Advertising provides 
an insurance policy for trade names, 
good will and products for the time 
when more normal conditions re- 
turn 

6. Advertising helps to build and 
maintain stronger dealer and dis- 
trjbutor organizations 

7. Continuity is the ‘priceless in- 
gredient’ of successful advertising. 
Today's conditions do not change 
that fundamental fact. 

“There's just one more thought I 
want to leave with you, Frank. Con- 
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CHEMICAL ENGINEERING 


..FOR STAINLESS STEEL ADVERTISERS 
“SELLING AMERICA’S LARGEST MARKET... 


a “NO DOUBT ABOUT THE CHEMICAL PROCESS erg 
BEING THE BEST MARKET FOR COOPER ALLOY 
STAINLESS STEEL VALVES, FITTINGS AND ER ALL SAYS 
GEORGE BLACK, manacer, Puatic RELATIONS. "NO 
QUESTION, EITHER, THAT CHEMICAL ENGINEERING 
IS ATOP MEDIUM FOR REACHING THIS FIELD DELIVERS..... 
WITH THE AUDIENCE WE NEED TO SELL THE CA/~ 


MACHINERY AND 
MATERIALS. FOR 
STAINLESS STEEL, 
TOO THE CAI. 
CONSUMES ABOUT 
% OF 
TOTAL TONNAGE 
PRODUCED / 


ask Your C.E. 
REPRESENTATIVE FOR 
ACOPY OF PROCESS 

INDUSTRIES FLOWSHEETS. 
FIND OUT WHERE YOUR 

STAINLESS STEEL 
AND METAL PRODUCTS 

FIT IN THE CP/ 


C.E ‘scot it/ 

WITH PROVEN*® & 
BUYING INFLUENCES 
ANDO BLUE-CHIP 
COMPANIES WHO 
ADVERTISE STAINLESS - 
STEEL AND METAL 
PRODUCTS TO THE 


* BY THE ADVERTISING 
\ RESEARCH FOUNDATION 


A McGraw-Hill Publication 
330 West 42nd. Street, New York 18, N. Y. 


THE TIME TO A 
YOUR THE WINNING \\\ 
MARKETS / HAND... | 
Cus 
KN 
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THE DIFFERENCE IS «® 


-.. recognizing this difference 


makes the big difference 


in advertising effectiveness 


So different are producing and refining op- 
erations that seldom is a technical or operat- 
ing man found employed in both. Seldom is 
he qualified by training or experience to 


transfer his employment from one to the — 
+ he il 
reading editorial and advertising on other 4 ~ 
divisions of the oil industry with which he producing mar ket 
has no concern. ‘more oil producing men pay to read World — 
: Oil than any other oil paper. 


other. Consequently, he is not interested in 


Because markets are people, recognizing this 
difference in the men who work in the two 
separate divisions of the petroleum industry 
makes the big difference in the effectiveness 
of your advertising. It is logical that your 
advertising will hit harder and sell more 
when it appears in the oil paper that is cus- 
tom edited for the particular oil industry 
market you sell. World Oil for the oil pro- 
ducing market, and Petroleum Refiner for 
the oil refining market, are just such spe- 


cialized oil publications. 

See the big difference in vour advertising oil 

returns. Beam your oil producing industry fi . ket 

‘more oil refining men pay to read Petr 


refining industry advertising at buyers in 
Refiner than any other oil paper. - 


advertising at buyers in World Oil-—your 


Petroleum Refiner. 


Specialized oil publications 
THE GULF PUBLISHING COMPANY 


3301 Buffalo Drive Houston 6, Texas 


if you would like to have more information about 

these two big-buying divisions of the petroleum industry write for: 
“The World Oil Market—How Much—Where—How to Sell it.'’ 

“The Petroleum Refiner Market—How Much—Where—How fo Sell it.'' 
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How small business can sell 


ability to perform a contract if you 
get one.) 

e. Sketch in your labor picture, 
indicating availability of skilled and 
technical personnel. 

f. Send along several copies of 
this letter; these will expedite its 
consideration. 

g. Your previous experience as a 
Government contractor or subcon- 
tractor on Government primes, if 
any 

h. If you get a questionnaire form 
in reply to your letter, fill it out and 
return promptly 


5S. An invitation to bid 
has arrived. Now what do I do? 


How you fill out the bid form is 
very important. Above all, follow in- 
structions. Potentially, you are ex- 
ecuting an actual contract 

Here are some do’s and don'ts 
Do 

a. Read the invitation with great 
care 

b. Be sure that your product con- 
forms to specifications 

c. Calculate your costs with cau- 
tion 

d. Make certain that you can 
meet delivery dates. If you cannot 
do so, state why and give an alter- 
nate delivery date 

e. Be prompt. Late bids usually 
are not considered, so mail your bid 
early. Telegraphic modifications are 
accepted if received prior to the hour 
of bid opening. 

f. Remember, you don't always 
have to bid on the entire amount, 
except where so indicated. 

g. Fill in all the blanks. 

h. Explain and initial erasures 
and corrections. 

Don't 

a. Fail to reply to an invitation to 
bid. If you are not interested in a 
specific contract, at least notify the 
buying office to that effect. To fail 
repeatedly to submit bids, may mean 
that your name will be automatically 
dropped from the mailing list 

b. Forget that if your contract is 
for more than $10,000, you come un- 
der the Walsh-Healey Public Con- 


tracts Act, which fixes minimum 


wages. Write for a copy of the act to 
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the United States Department of 
Labor, Washington, D. C. 

c. Hesitate to visit or telephone 
the procurement offices handling the 
buying of your products to clarify 
any problems connected with sub- 
mitting your bid. 


6. Can I be present 
when my bid is opened? 


Yes. Bids are opened publicly at 
the time and place announced. You 
or your representative have every 
right to be there. All bids are read 
aloud and recorded for inspection 

Hint: If your bid was not low 
enough to get an award, or you fail- 
ed for any other reason, study the 
bids of successful bidders so that you 
will know in detail why you didn't 
get the award and just what kind of 
competition you are up against. 


7. How much time is allowed 
between ° ts 
and bid openings? 


As a rule, between 20 and 30 days. 


~ Sometimes there is less leeway on 


emergency procurements 


8. What should I do 
if my bid is not accepted? 


Keep trying. Find out where you 
made your mistakes. Was your price 
too high? Had you failed to meet 
specifications? Was your bid incor- 
rectly filled out? There are many 
reasons why you may not have won 
an award. The point is to find out 
why, correct the reason . . and try 
again. 


9. What happens if 
my bid is low and is tied 
with another bid? 


In case of a tie, it is government 
policy to award contracts to the tied 
low bidder who comes under the 
“small business” classification. 

Exception: Where a tied company, 
whether small or large, will do the 
work in a “distressed” area. 


10. What is a distressed area? 


One in which there is at least 12% 
of total potential monagricultural 
labor idle. 


To check if you are in a distressed 
area, ask your postmaster. 


11. After I have submitted 
a bid, can it be withdrawn? 


Yes: but only before the opening 
date. The best way is to wire your 
withdrawal before the date of open- 
ing. 


12. I'm on the mailing list, 
but I didn’t get an invitation 
to bid on a procurement. Why? 


Better check with the procure- 
ment office. It could be that the bids 
are being rotated 


13. What is meant 
by ‘rotated’ bids? 


The cost to the Government of 
mailing hundreds of invitations to 
bid, with blueprints and voluminous 
specifications, is often prohibitive. 
So the bids are rotated. That is, if 
there are 500 names on a mailing 
list for a specific product, the buying 
agency sometimes will mail invita- 
tions only to the first hundred names 
on the mailing list for that product. 

Then, when the same item is need- 
ed again, invitations will go to the 
second 100 companies, and so forth. 
Therefore, don’t conclude that you 
are being deliberately ignored if 
you don’t always receive an invita- 
tion. Check to see if the bids are be- 
ing rotated. 


14. Does the government buy 
on other than an advertising- 
for-competitive-bids basis? 


Yes. A considerable percentage of 
the total dollar volume of Federal 
purchases is accomplished by nego- 
tiated contracts. Here’s how negotia- 
tion works. Several suppliers who, 
upon investigation or past perform- 
ance, are believed capable of fill- 
ing the contract are asked to submit 
quotations. They are interviewed 
separately. The supplier who makes 
the best offer in terms of price, qual- 
ity, delivery, etc., gets the contract. 
It should be kept in mind that nego- 
tiated contracts may involve cost 
plus fixed fees; fixed price, with pro- 
visions for redetermination of price; 
incentive-type contracts; and pre- 


ntinuec trom page 33 
j 
| 


In Kimberly-Clark paper- making... 


79 Quality Checks Mean 


Now you can make every impression 
a far better impression — without an 
increase in printing cost! For at 
Kimberly-Clark, the industry's most 
complete quality control system as- 
sures premium quality press perform- 
ance and reproduction —at the cost 
of ordinary paper! 

You'll see new whiteness and bright- 
ness, feel new smoothness, in all four 
Kimberly-Clark papers. In make- 


ready, on large or small presses, 


BALSAM AND SPRUCE LOGS—READY FOR THEIR DRAMATIC TRANSFORMATION 
INTO QUALITY-CONTROLLED KIMBERLY-CLARK PAPER! 


Finer Printing for You! 


you'll discover new economy and 
dependability. Finally, in comparing 
reproduction with that of any other 
paper, at any price, you'll agree 
there’s a striking new difference in 
the quality of printing achieved— 
with less waste. 

So, regardless of your paper re- 
quirements — for long runs or short 
runs, advertising pieces, magazines 
or house organs —look to Kimberly- 
Clark for printability at its best. 


Cooked to a pulp! Wood chips, cooked 10 hours 
in acid liquor, form laps of sulphite pulp. Added 
to this basic paper ingredient are rugged Longlac 
sulphate fibers to provide a new, smoother print- 
ing surface, greater folding endurance, brilliant 
new whiteness that /asts. 


Hot off the machine! Precision-coated paper 
winds off paper machines turning out 500 tons a 
day. Only the highest grade white “face-powder” 
clays are used in the coating process; and with 
the new formula, Kimberly-Clark provides even 
more uniform ink reception, brighter, sharper 
reproduction than ever before. 


An ounce of prevention! Gloss meters measure 
surface contour and gloss of each lot of paper. 
There are many other checks, too—79 in all— 
constituting the industry's most extensive qual- 
ity control system. That's how it's known each 
Kimberly-Clark paper gives the press perform- 
ance and reproduction of a higher-priced sheet. 


Before choosing any printing paper — Look at Kimberly-Clark coated papers 
New HIFECT* Enamel with sulphate- New TRUFECT* Whiter, smoother, folds 


cooked fibers added. Permanence, foldabil- even better than before. Trufect, for letter- 
ity, dimensional stability make Hifect ideal press, offers faster ink setting time, greater 
for covers or any fine letterpress printing. press dependability, finer reproduction. 


KIMBERLY- CLARK 


CORPORATION 


New MULTIFECT* An economy sheet NEENAH, WISCONSIN 
for volume printing. Now Multifect has 
added strength, better foldability, greater 


uniformity ream-on-ream than ever before. 


New LITHOFECT* For offset printing. 
Provides a moisture-and-pick-resistant 
coating. Offers oustanding foldability. Ren- 
ders colors without loss of density. 
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in editorial 


Typical Railway Age 
article that discusses 
improvement to 
railway services and 
facilities involving 
new equipment. 


Here's why U-S-S COR-TEN hoppers 
. last longer ... require less maintenance! 


i 
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that clicks 
| 
Diesels Trim Short Line's Transportation Costs 
| > U. S. Steel advertise- 
ment demonstrates a 
. 
Headquarters for Railway Marketing Information 
| 


Operating n 
end AAR 2 
E article pictured on the opposite page 
shows how the editors of Railway Age feed ——— —<_— 
the interest of top management men in the prod- wher 0 $1 mention 
ucts that help them reduce operating costs and 
: The U.S. Steel ad shows an awareness of this - 
strong reader interest in product benefits and Siatineeuentane 
economies. Note how it uses simple headlines yage 
and captions so that a non-technical man can 


easily grasp the product’s advantages. But for ; 

the large numbers of management men who have 8780 

come up through the technical ranks (and the Publicstion — 3,990 

group comprising the heads of engineering de- > 

partments), they use a technical chart that 

flashes the product story in graphic form. 
Here’s how we know this works 

The charts and tabulations to the right clearly 

indicate the fact that railway management men 00 69% bs 

are interested in both editorial and advertising Subscription r 


material that talks about profitable applications Renewels : 

of equipment, materials and supplies. Time and 31 1990 
again, Railway Age has been voted ‘‘ most helpful” statement py not 
by an overwhelming majority of railway execu- =. 


tives. It leads in total net paid circulation and 
has a subscription renewal percentage of over 
80°. Advertisers invest more money in it than ADVERTISING LEADERSHIP 
2 to | in Number of Peges 
in any other railway paper. It leads in adver- 

tising pages by more than two to one over the 
second publication. 


FREIGHT TRAFFIC EDITION 
One issue of Railway Age each month—the 
first—is devoted to the development of rail- 
way freight traffic. Copies reach industrial 
traffic managers—a special audience for 
railway advertising. 


RAILWAY AGE 
*Tngineering wt Jignaling 
Maintenance Communications 


Write for booklet, 
“Selling Shippers 
on’Ship by Rail’. 


SIMMONS-BOARDMAN PUBLICATIONS 
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liminary contracts involving letters 
ot intent. 


15. What are some 
conditions under which 
contracts are negotiated? 


When it's in the public interest 
during a national emergency 

Where the amount of the bid does 
not exceed $1,000 

When medicine, medical supplies, 
and perishable subsistence items are 
needed 

When competition is impractical 

When the items or services are to 
limits of the 
United States and its possessions 


be used outside the 
Where the products are to be used 
for development, experimental, or re- 
search work 
When it appears that bids submit- 
ted were not arrived at competitive- 
ly 


16. What about hiring 
a so-called five-percenter 
to help me get a contract? 


Go slow on this. If you are alert 
and willing to learn the ropes, there 
is no reason why you should have to 
incur the extra expense of a Wash- 
And, by all 
means, steer clear of agents peddling 
so-called influence. To be gullible on 
this point will, at the best, be ex- 
pensive, and, at the 


ington representative 


worst, lead to 
trouble 

On the other hand, there are hon- 
est agents, experienced in unsnarl- 
ing red tape, who may save you some 
time and help to keep you abreast of 
the current procurement picture. If 
you prefer this approach, and want 
to spend the money, make a com- 
plete, hard-headed 
the agent's qualifications and past 
performances before engaging him. 

Tie: Write your procurement of- 
fice for a copy of the form “Cove- 
nant Against Contingent 
which is a part of every contract 
The Government can cancel a con- 
tract or deduct 
price an agent's fees if they are not 
“bona fide employes or bona fide 


investigation of 


Fees” 


from the contract 


established commercial or selling 
agencies maintained by the contrac- 
tor for the purpose of securing busi- 


ness.” 
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17. Where can I buy a copy of 
the U. S. Commerce Dept.'s Gov- 
ernment Procurement Manual? 


This publication is not for sale. 
But it may be consulted at all De- 
partment of Commerce field offices 
and at the offices of many cooperat- 
ing agencies. This handy reference 
document outlines the procurement 
procedures for all chief Federal buy- 
ing agencies including Army, Navy, 
Air Force, Federal Security Agency, 
Federal Works Agency, Government 
Printing Office, Post Office Depart- 


ment, Public Housing Administra- 
tion, State Department, Maritime 


Commission, Atomic Energy Com- 
mission, Department of Agriculture, 
Federal 
sion, Department of the 
Department of Justice, Panama 
Canal, Tennessee Valley Authority, 


Veterans’ 


Communications Commis- 


Interior, 


Treasury Department, 


Administration 


18. Can I participate 
in the stockpiling program? 


If you handle any of the some 70 
critical materials now being stock- 
piled, get in touch with the Strategic 
and Critical Materials Branch, Fed- 
eral Supply Service, Seventh and D 
Streets SW... Washington 25, D. C 


19. What is this 


‘single service purchasing’ 
I hear about? 


Formerly, Army, Navy, and Air 
Force each bought their own needs 
independently. Now, under the co- 
ordinated procurement program and 
the policy direction of the Munitions 
Board, one of the services acts as 
purchasing agent for itself and the 
others on many important classes of 
items. Like this, in part: 

Air Force: Procures photographic 
equipment supplies, marine life-sav- 
ing equipment. 

Army: Buys kitchen utensils, 
athletic goods, saddlery, agricultural 
machinery, food, trucks, 
tractors, mining and excavating 
equipment, lumber, gypsum prod- 
ucts, and railroad maintenance sup- 
plies 

Navy: Contracts for all hand tools, 
paints and varnishes, road-building 
industrial cut- 


watches, 


equipment, clocks, 


lery, and so forth. 


Army-Navy-Air Force jointly: 
Medical supplies and petroleum 
products. 


Succestion: For the complete list, 
with the address of each responsible 
procurement agency, write to the 
Munitions Board, Washington 25, 
D. C., for the Purchase Assignments, 
List of Commodities Under Muni- 
tions Board Purchase Assignment 
and Coordinating Departments, 15 
February, 1950. 


20. I'm a dealer. Can I 
sell to the government? 


Yes, provided you meet the defini- 
tion of a regular dealer. Here’s what 
it takes. You've got to be . . 

a. A person or firm which regu- 
larly has a stock of items to be sold, 
with an office or warehouse from 
which they are sold. 

b. A manufacturer's 


agent employed on a salary or com- 


genuine 


mission basis by one or more manu- 
facturers with authority to bind the 
manufacturer to a contract 

c. A person or firm, under certain 
provi- 


Public 


conditions, satisfying some 
sions of the Walsh-Healey 
Contracts Act. 


21. My facilities are best 
adapted to subcontracting. 
What are my chances? 
Many small manufacturers find 
their best opportunities in the field 
of subcontracting. Obviously, to get a 
subcontract, you must first find out 
who got the prime contract. Lists of 
prime contract awards are readily 
available. Try 

a. The contracting 
the bids were let 

b. The Army's Procurement In- 
formation Center. Air Force data is 
also available here, as well as at 
Contractors Relations Office, 
Wright-Patterson Air Force Base, 
Dayton, O. 

c. Office of Public Relations, De- 
partment of Defense, for Navy sub- 
contract possibilities on awards over 
$50,000 

d. Several private publications as- 
semble contracting data. 

e. Best bet: possibly the most con- 
venient source of subcontracting in- 
formation is to be found in the field 
offices of the United States Depart- 


office where 


| 
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1CE-COLD 


Learn new ways for PF decals to sell your products! Send for 16-page booklet, 
DECAL-WAYS TO SALES, plus samples of PF decals. See the brilliant color 


reproduction, the ease of application. Remember, PF decals are tailormade — special 


decals can be designed for best service on your products. 


art services, consultations and estimates without obligation. 
Address Dept. IM5, 220 West 42 St., N. Y. 18, N. Y. 


PALM, FECHEEEEER A CO. 


NEW YORK ° E. LIVERPOOL, OHIO ° CHICAGO 
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ment of Commerce nearest 
piace of business. Here you can con- 
sult 

The Daily Consolidated Synopsis 
of Proposed Procurements. 

The Weekly Summary of Contract 
Awards of $25,000 or More 

The 
Manual 

f. In addition, there are some 4,900 
local cooperating agencies such as 
chambers of commerce and trade or- 
ganizations you can contact. These 
local groups have a working agree- 
ment with the United States Depart- 
ment of Commerce to provide pro- 
curement 


Government Procurement 


information to business 


men 


22. What does QPL mean? 


letters stand for 


The qualified 
products list, a listing maintained by 
the Department of Defense of tested 
products which conform to current 
specifications the 
assurance, 
prior to award, that the product is 
satisfactory 


It is used when 


government requires 
for its intended use. If 
product on the 
QPL, it means that it has been cer- 
tified as meeting specifications and 
you don't 


you can get your 


have to worry about 


“specs” each time you bid 


23. As a small business man, 
what are my chances of sharing 
in European recovery program? 


Pretty good. Figures 


manufactur ing fir ms 


that 
having fewer 
than 500 employees received about 
20 percent of ECA payments duriny 
a recent period 


show 


24. Does the Economic 
Cooperation Administration 
do the actual buying for the 
European Recovery program? 


No. ECA does not act as purchaser 
on ECA-financed 
however, 


sales. It does, 
provide 


guidance which 


information and 
greatly facilitates 
contact between foreign buyers and 
American Most are 
made through normal export chan- 
nels. Here's what small- 
business man can expect in the way 
of help from ECA 

a. Directory 


sellers sales 


you asa 


of Importers of 


ECA-Financed Commodities. 
b.. Special studies of foreign mar- 
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your 


kets for small-business products. 
c. A “contact clearing house” to 


put American manufacturers in 
touch with overseas companies and 
vice versa 


d. A specially prepared handbook 
on exporting 

e. The service of 300 field counsel- 
ors in 135 cities 

f. Important: Advance informa- 
tion on prospective purchases. By 
means of Small Business Circulars, 
mailed daily, ECA releases flash 
news on what foreign Governments 
are buying, showing when and where 
to submit bids. 

To get all available data on Mar- 
shall plan business, write to the ECA 
Office of Small Business, 800 Con- 
necticut Avenue NW., Washington, 


25. I make a civilian line 
of goods. What's the story 
on federal civilian buying? 


The focal point of federal civilian 
buying is the Federal Supply Service 
of the General Services Administra- 
tion. GSA buys at Washington head- 
quarters and ten regional centers lo- 


~ cated in Boston, New York, Wash- 


Atlanta, Chicago, Kansas 
City, Dallas, Denver, San Francisco 
and Seattle, Wash. 

GSA indefinite-quantity 
contracts for 103 classes of items in 
distributes 


ington, 


makes 


Federal 
Schedules of Supply covering some 
40,000 which Govern- 
ment agencies can buy direct from 


common use, 


items from 
the supplier at agreed price, and 
stores and distributes through ware- 
3,000 
items. (Many large Federal agencies 
also do their own buying for spe- 


houses some common-use 


cialized needs.) 

Also, GSA often acts as purchas- 
ing agent for ECA on foreign ship- 
ments and does the actual buying for 
the national stockpile of strategic 
GSA 


tracts for the maintenance and im- 


materials. In addition, con- 
provements ow all federal buildings 

Tre: For those items you are inter- 
ested in supplying, write to both 
GSA in Washington, Federal Supply 
Service Inquiry Office, Room 7282, 
Seventh and D Streets SW., and to 
the regional supply center nearest 
your place of business for Form 705, 
Mailing List Application. File the 
form in both places if you want to 


bid both locally and in Washington. 


26. I don’t make anything. 
Mine is a service-type 
business. What do I do? 


Your best bet is to locate those 
agencies which contract for services. 
Most all of them do. Try contacting 
those Army, Navy, and Air Force 
installations in your vicinity. For a 
complete list of posts, camps, and 
stations in the United States, write 
the Adjutant General's Office, the 
Pentagon, Washington, D. C. (See 
pp. 35-38 of “Selling to the Navy.”) 


27. How much should I budget 
for ‘entertainment’ 
of procurement officers? 


$0.00. 


28. I mailed a listing of my 
machinery and equipment 

to the government and asked 
what they wanted me to make 
for defense. No reply. Why? 


Possibly because the government 
buys products, plans. Your 
equipment is important only in re- 
lation to what it can turn out. State 
specifically what end products or 
components you can produce 


not 


29. I don't like to spend 
the time or money to visit 
Washington. Is it necessary? 


Probably not, unless your problem 
is so complex that only a headquar- 
ters decision will solve it. Keep in 
mind that the biggest percentage of 
military purchasing today isn't done 
in Washington at all, but in the ma- 
jor procuring offices throughout the 
country. By all means, the 
sources nearest home first 


try 


30. To what sources within 
government can the small 
business man look for help? 


1. The Senate select committee on 
small business. 

2. The House select committee on 
small business. 

3. The Office of Small Business, 
National Production Authority, 
United States Department of Com- 
merce. 


4. The Small Business Liaison Of- 


Mills operating 4% million spindles 
wrote T. |. for reprints of 


“Physical Textile Testing” 


| 


The article, appearing in March 1951, was a 48-page reference 
work based on the experience of West Point Manufacturing Partial list of the 
Company over a 25-year period. —_ mills 

In less than four weeks from the appearance of the issue, COqUaIERG cagemate 


requests for reprints were received from mills constituting over Arista Mills Co. 
20% of the productive capacity of the American textile industry. ae ong 
This magnificent response is another example of TEXTILE INDUS- aa 
TriES’ leadership in readership built on the sound foundation of Callaway Mills 
true service to textile men. Chicopee Mfg. Co. 
Once again TEXTILE INDUSTRIES through its editorial enterprise Clark Thread Co. 


has made a notable contribution to industry progress; demonstrat- Collins & Aikman Corp. 


ing why mill men consistently favor it as their most helpful publi- oo 
cation in the solution of production problems. oy ” 
This is the basic reason why T. I. has the largest textile mill Dixie Mercerizing Co. 
circulation in the U. S. and Canada. For advertisers, this is business- Drayton Mills 
getting circulation . . . the men in the mills are the men who buy. Dunson Mills 
You'll reach and sell more of them through T. I. a arent Go. 
ieldcrest Mills 
Gaffney Mfg. Co. 
Gastonia Combed Yarn 


Goodyear 
Hannah Pickett Worsted 
Huntsville Mfg. Co, 


La France Industries 
Muscogee Mfg. Co. 
New Market Mfg. Co. 
Pacific Mills 

Pepperell Mfg. Co. 

F. W. Poe Mfg. Co. 
Seminole Mills 
Shelby Cotton Mills 
Spartan Mills 

Springs Cotton Mills 
Swift Mfg. Co. 

Union Buffalo Mills 
U.S. Rubber 
Victor-Monagham 
Washington Mills 


Textile Industries 


WRC 
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ficials, Department of Defense 

5. The Office of Small Business, 
Munitions Board. 

6. The Small Business Division, 
United States Department of Justice. 

7. The Office of Small Business, 
Economic Cooperation Administra- 
tion. 

8. The Small Business Division, 
Reconstruction Finance Corporation 

9. The Bureau of Anti-Monopoly, 
Federal Trade Commission 

Finally, if, as a small-business 
man, you encounter any difficulties 
or situations which seem to impair 
your opportunities of sharing in the 
Federal procurement prograin, get 
in touch with the Senate Select 
Committee on Small Business. 


Lambaste industrial ad men 


Mr. Chirurg said that creation of 
the idea requires intensive study of 
product, market and competition 

W. R. Ceperly, vice-president, 
Fuller & Smith & Ross, Chicago, said 
that one of the weak links in indus- 
trial advertising today is that adver- 
tising executives have either failed 
to realize, or have failed to convince 
management, that sales promotion 
and merchandising of advertising to 
the sales and distribution organiza- 
tion requires as much time, effort 
and support as the space budget and 
media schedule 

“Advertising men must prepare the 
promotions which bring prospect 
and dealer together,” he said. “Pub- 
lication advertising alone will not do 
this. Distributor meetings must be 
planned, factory men trained, dis- 
tributors equipped and dealers in- 
structed.” The ad department, he 
said, must help coordinate these ac- 
tivities more carefully 

This will require selling the idea 
to industrial top management which, 
Mr. Ceperly asserted, must “stop 
judging advertising for considered 
purchases in terms of quick-pur- 
chase products.” 

Leonard Rhodes, advertising man- 
ager, Lyon Metal Products, Aurora, 
Ill., and Gordon Taylor, account ex- 
Reincke, Meyer & Finn, 
Chicago, gave a presentation (in- 


ecutive, 


cluding wire recorder and skit) of 


Lyon's advertising-sales program 


indus 


@ Send for available 


reprints 


of Industrial Marketing 


feature articles 


Techni 


A guide to better publicity 


by members of the Industrial Publicity Assoc 


What industrial advertisers pian to do in 195 
by Bob Aitchison, Jan., 1951. 15c 

Four ways for an advertising once to make 
by Ira W. Rubel, Nov., 1950. 1 

How industry buys 

by John H Oct., 1950. 
Business paper volume for 1949 analyzed 

by A. R. Venezian, Aug., 1950. 15c 

Ten ways 

by J. E. Coleman, Aug., 4. 10c 


Reprints of editorial features ore 
offered here as o special service 
to IM readers. Please send number 
and nome of article with exact 
amount in coin, stamps or check to: 
The Editor, industricl Marketing, 
200 E. Illinois St., Chicago. 

Sorry, but we cannot handle 
credit orders under $1. We'll be 
happy to bill you for larger sums. 


ijation, New York. 75c 
1 


for salesmen to woo the purchasing agent 


an prove your ad results 


How a product handboo 
by Robert D. Towne, mS 1950. 10c 


How business pa 
by William A Marsteller. April, 1950. 15c 


pers can meet their new competition 


Decentralize your sales force + wm effectiveness 


Glen H. Treslar, May, 1950 
izi and gi industrial market 
“Bay E. Estes, May, 1950. 10c 


Why readership surveys wrong . 
obert B. Luchars, May, 1950 Se 


Business pa 
April, 1950 


Publicity can “4 sales if 
by Harry W. Smith, Jr., Fe’ 


research 


. and how to right them 
roger space placed by advertising agencies: 1949 


pinpoint your target 


1950. 10c 
A bigger audience calls for better annua! reports 
by Richard H. Bailey, Jan., 1950. 10c 


Selling to engineers? educate them, but . . 
by Huxley Madeheim, Oct., 1949. 15c 


mage ~ ay ae pay unless you have a job for it 


by Julian Boone, Oct., 1949. 15c 


How to use ong in industrial advertising 
by L. Leonard Philips, Sept., 1949. 10c 


22 things you should know about industrial buyers 


July, 10c 


How measure results of 
by Willian A. Marsteller, May, 1949 


Guideposts for forecasting 
by Frank D. Newbury, Aug.-Jan., 1948-49. $1 


16 ways to sell to engineering departments 
by J. T. Bennett, Apr., 1949. 10c 


How to make external ya Peay off 


industrial 


by Harrison M. Terrell, Dec 948-49. SOc 


How to plan and Pp up your show exhibit 
by Karl F. Kirchofer, Jan., 1949 


Keep the line open between ante and empl, 


by Robert Newcomb & Marg Sammons, May- 


We went to four-color inserts on a cut budget 
by Clifford Stubbs, June, 1948. 10c 


oye 
Sept., 1948. 50c 


demonstrator improves salesmen's closing ratio 
1948. 10c 


by H Bluethe, Oct., 


Researching the new product 
by William J. Stokes, June, Aug., 1948. 15c 


Using newspaper advertising sont industrial buyers 
19 


by Wilhelm Ferdinand, Aug., 

When your customers order spare parts 
by Raymond H. Jacobs, June, 1948. 10c 
How can I find what type to use? 

by A. Raymond Hopper, Apr., 1948. 10c 
that will copy pull 
Copy Chasers, Apr., 1§ 


Market research combats costs 
1 


by Richard D. Crisp, Feb., 1948 


How to avoid 8 common mistakes in hiring 
by Burton Bigelow, Nov., 1947. 10c 


in the buyer's market 
by L. Rohe Walter, Feb., 1948. 10c 


Sept.-Nov., 


salesmen 


The effectiveness oe repeated advertisements 
1947 


12-page reprint summary of Repeat Ad Study, made under guidance of a 


special steering committee of industrial advertisers, agencies and pub 
lishers. Single copies 75c; 10 or more, 50c each 
The economics of industrial gpventiing 

by Jesse H. Neal, Sept., 1947. 10c 

The orchestration of type 

by A. Raymond Hopper, Mar., 1947. 15 
Agency-client relationship 

by C. E. Gischel, July, 1946. 10c 


; 25 or more, 25c eac 


~ 
| | 
R23 
R202 
R201 a profit 
R200 
R199 
R198 
R197 
} R192 
R190 
R189 
R187 
| 
R180 
R168 
R167 
R166 
wes 
R154 
R151 
R145 
R14 
R141 
R133 
R127 


HORTAGES 


When new sources are needed fast, directory 


advertisers receive preferential attention. And 
MacRAE'S BLUE BOOK is preferred—at 
most industrial purchasing points—for its 
accuracy, completeness and accessibility. 


© 
© 
& 
€ 
© 
© 
© 
& 


MacRAE’S 
BOOK 
E. Huron St. 


CHICAGO 11, ILLINOIS 
ALL in ONE BOOK 
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“Our products are being used for 


purposes that we never dreamed of” 


“Due to the terrific changes in our market in 
recent months”, writes an IM reader, “we 
have suddenly awakened to the fact that it is 
time that we opened our eyes to new fields for 
the marketing of our products. Our products 
are now being sold to industries new to us and 
used for purposes that we had never dreamed 
of. With this in mind, we have decided to 
broaden the scope of our advertising in spite 
of the fact that we are rolling along at a high 
percentage of productive capacity. For this 
reason we have checked the 1951 INDUS- 


Terrific Changes 
Mean Terrific Opportunities 


TRIAL MARKET DATA BOOK and. as 
usual, find it to be an excellent source of 
information .. 


It is, indeed, an excellent source of informa- 
tion, and we urge all readers to use it even 
more extensively now than ever before. It 
will give you basic facts and figures which 
will assist you materially in building sound 
sales and advertising plans designed to gain 
your share of the new and unusual business 
that is now becoming available. 


<= 
THE Yew 1951 
INDUSTRIAL MARKET 
DATA BOOK 
The One and Only 


Fact-Packed Reference on 
Both Markets and Media 
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The NEW 1951 
Edition contains... 


1. The latest data in words, figures and charts on 
sales, production, consumption, number and geo- 
graphical distribution of companies, buying trends — 
plus a score of other factors significant in selling and 
advertising to the 85 major classifications of trades 
and industries which are broken down into 285 sub- 
classifications. Information is compiled, with sources 
indicated, from government agencies, trade associa- 
tions, publications and other expert sources with the 
result that several sides of most market pictures are 
exposed for your evaluation. 


2. Over 2,300 business papers, classified according 
to markets served, are listed with details on rates, 
circulations and mechanical specifications. 


3. Approximately 200 leading business magazines 
make available to you through paid space their own 
informative data on markets, coverage and services. 


4. Trade association names and addresses, classified 
according to markets served, are included to aid you 
in directing inquiries for special information. 


5. Market studies especially prepared by business 
publications are digested and catalogued by markets. 
Copies will be delivered to you upon inquiry to 
IMDB’s Reader Service Department. 


x 
| 

\ \ 
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et 
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Exportador Americano 


Factory Management & 


31-34 
“ngineering Catalog .... 
7 Farm Equipment Retailing 


E ingineering Review 


American (Overseas 


& Oil Heat ‘buyers? Gates and 


American 
American Institute of Electrical 


American Lumberman & & Building 


American Metal Market 


eating and 
eating 


3 
American Water Works Association. 
Annual Meat Packers Gules 
Applied Hydraulics 


or: 

Mechanical Catalog and 6. 361 ‘implement & Tractor 

Associated Construction Publications.’ | 
jews 


Aviation 4 (formerly Aviation 
Avintion Market Book 


— Welding 
Ingenieria Internacional Industria. 230-231 


Breskin. Pubiabing 
institute of the Aeronautical Sciences. 


Brick & Gay Record 


ew 
Butter, Cheese and with ‘Products nstitutions Magas ne 


ts ee 
instruments Publishing Co., Inc., The 
Age 


Jenkins Publications, Inc. ........... 
Johnston Export Publishing Co. 


For Detailed Information on These Publications 
See the 1951 INDUSTRIAL MARKET DATA BOOK 


Candy Merchandising .. 


Ceramic Data Book .. 


of the American In- 


‘Insert Between 152-153 Keeney Publishing Co. .. 
Cc Fertilizer 1 


Commercial Refrigeration & Air 


Conover-Mast Publications 

209, 325, Back Cover 
Pure 325 
Construction Bulletin ° 
Construction Digest 

Construction Equipment 
Construction News Monthly 


MacRae’s Blue Book 
Manufacturing Confectioner, The . 
Confectioner Publ. Co., 


| 


Contractors and Engineers ‘Monthly 


Cotton Gin and Oi! Mill Press, The McGraw-Hill “Eataion ‘Sexy 


McGraw-Hill Digest 
McGraw-Hill International ‘Corp. 231 


Dairy Industries 


ic. 
Mic higan Contractor & Builder 
Mid-West_ Contractor 
Military The ... 


Plant, 


s 
Diesel Publications, Ine. 


Wie: 99, 139, 177, $23, 417 
Domestic Engineering Catalog 


Mining ering 
Mississippi Valley Contractor 


E! Automovil Americano odern Mate rials Handling 


= Exportador Americano 


Electric Light & Power .. 
Electrical Catalogs 


ti 
New England ‘Construction 
New Equipment Digest ...........- 


Occupational 
Olsen Publishing Co. .......... esa 
Operating Engineer 


Panamerican Publishing Co., Inc. 
Paper & Pulp Cats talogue, The. 
Paper 

Penton Publis Ing Co. oe 
Petroleum Processing .........-- 


Pharmacy International 

rit & Handbook ........ 
Plant Engineering 


lumbin, Business ...... 66-67 
Power Enginee 15 
Powers’ Road — 5 Street Catalog ..... 
Practical Builder 1 
Product De ment oe 
Public Utilithes Portnightly ........ ee 
Purchasing 
AMS 431-432 


Age 
Engineering & 
Rai iway Equipment and Publication 
oO 


tional 270-271 
Provis 


Packaging Parade 39. 


sert Between 


Railway Mechanical Engineer ..... 431 433 


Railway Purchases and Stores ....... 
ewer Signaling and Communica- 

Refrigeration Industry, TRO 
Reinhold Publ. Co. 
Roads and Streeta 
Rock Products 


School Executive wire 
Screw Machine Publ. Co., Inc. 
Siebel Publications” 
Simmons-Boardman Pubi. Corp. 


Slocum Publishi ng Co. 
Snips agazine 
Southern Adve and ‘Publishing. . 
Southern Automotive Journal ...... 
Southern Sup ‘ eee 
Southern Canner 

Southern Garment Manufacturer “s 
Southern Hardware ... 

Southern Jeweler . 
Southern Lumber Journal and Building 


Material Dealer 


Southern Power and Industry ........ 


Southern Printer 


Southern Pulp and Paper 
Manufacturer 
Southern Stationer and Office Gutter 
Southwest Bulider & Contractor ...... 
Successful 
Sweet's File, Arch! tectural, Builders, 


Sweet's File, Mechanical Industries ... 3 


Sweet's File for Power Plants ....... 
Sweet's File, Process Industries 
Sweet's File, Product Designing ..... 


Taxicab Industry, The .............. 1 
Technical Publishing Co. ... 315, 415 
Texas Contractor . . 21 


Textile Catalogs 

Textile Industries ..... 

Textile World 0 

Textiles Panamericanos eos 

Thomas Publishing Co. 

Thomas’ Register of American ‘Manu- 


Trafic World 275 
Transportation Supply News ....2nd Cover 


Vance Publishing Co. ............ 107, 471 


Water & Sewage Works .............. 213 
Welding Engineer... Insert Between 466-467 
Western Bullder 215 
Western Construction ................ 
Western Industry 
Western Newspaper 


World Construction . 


Electrical Construction & Maint 
Engineeri 


Look for this Emblem 


. «in the advertisement of a business publication . . . it means that 


FOR DETAILED 
REFERENCE DATA 


the publication has filed, in the INDUSTRIAL MARKET DATA BOOK {inbus RIAL MARKE 
Number, detailed facts regarding its editorial services, circulation, [TNE 


Buyers Guide 


Engineering & — = —— influence, market studies, etc., and this will be found adjacent to 


data on the market served. 


Equipment, “Machinery = Accessories _ 


Market DATA 


Book NUMBER 


oy 
Abernethy Publ. Co., Inc 1 “ 
Advertising “A 
Aeronautical J intenance.. 327 ; 
-52-53 Florists’ Telegraph Delivery News .... 245 215 
... 230-231 Flow Directory, The ................18-19 { 1 
American Builder Foundry, The 18-19 
American Ceramic Society, The ...... 137 Fritz Publications, Inc -. 401 165 
American Ceramic Society Bulletin ... 137 . §7 412-413 
American City, The 
oe Gillette Publishing Co. .............. 213 67. 373 wi 
Gussow Publications, Inc., Don .....89, 263 
pazine ....... 445 
Engineers 206 ff 
echanical 361 H Equipment News. 59 
381 onditioning. . .48-49 ‘ 
271 Heating Publishers, Inc. ........ 57, 61 * 
19 Hospital Management 288-289, 347 
165 
243 
8-19 
-297 
Industrial Equipment News ..... 313 
coves Industrial Heating ............Third Cover 
Industrial Maintenance .............. 331 
ron’ ndustrial ess ] 
Bottling Industry 89 
79 
gineers, The... 202 432 9 
2.3 
329 2 
329 134 
431-432 a 
71 
i 10 
65 
| is 
1 
10 
Chilt Pul tions 364-365 Jou cal Education _.. 441 
52-53 
Maclean-Hunter Publi. Cor 124, 129 
319 139 
261 177 
75 261 
d 337 
171 4 
ee 320 10 
165 $7 
333 
Dies sel Transportation i” 333 
215 
Back Cover 
149, 357 
227 Modern Plastics 407 
187 Modern Railroads ................438-439 
lenance. 193 
“199, 408 
Elect st 
: 
05 
\ 
-19 
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From Washington 


ontinued from page 28 


ing in trade and technical publica- 
tions can actually qualify as cost in 
cost-type military supply contracts. 
And there are special arrangements 
in the Pentagon to expedite security 
clearance of advertising explaining 
functions and techniques of indus- 
tries engaged in defense work. 

But the attack on advertising, as 
it comes from those who bracket the 
whole operation under the single 
head “waste,” envelops the good 
with the bad. The repercussions can 
eventually be serious. Under the new 
renegotiation law, renegotiation 
boards are permitted, not required, 
to allow business expense, to the 
amount considered reasonable and 
necessary by the Bureau of Internal 
Revenue. In a hostile atmosphere, 
there is always danger that items 
will be questioned; that unproduc- 
tive quibbling and expense will re- 
sult. 


What's Ahead . . Defense Mobiliza- 
ation Chief Charles E. Wilson likes 
to think that the economy will be 
emerging from its state of semi-mo- 
bilization by mid-1953. From now 
until then, industry will operate un- 
der controls closely resembling 
World War II. By 1953, there will 
be enough new plant . . particularly 
steel and aluminum, to permit re- 
moval of CMP, and virtually all the 
materials orders. 

Defense officials are not saying 
much about copper. Presumably, the 
flow of copper from Chile will be 
stimulated with the suspension once 
more of the 2¢ per pound import 
duty. But there is little likelihood 
that we will have sufficient copper 
for decontrol, even in 1953. Some of 
the experts are not particularly wor- 
ried. “By then,” they say, “we will 
have aluminum running out of our 
ears. Aluminum can be substituted 
for copper in many places. And that 
won't be such a bad idea, either.” 


Paper Is Problem. . Pulp and pa- 
per is rapidly become a top defense 
problem. Basically, the problem is a 
shortage of pulp. In any event, Na- 
tional Production Authority is try- 
ing to stimulate programs for con- 
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tainers, other programs to conserve 
pulp by reducing weights of paper. 
Undoubtedly there will be complete 
control of pulp, with allocation to 
various users. NPA hopes to arrange 
a production program for pulp and 
paper machinery. 


25°- Postal Increase? . . It is well 
to assume that postal rates on third 
class matter and publications will be 
increased this year, and that the 
postal problem will remain with us 
for a long time to come. Committees 
handling rate legislation on both the 
House and Senate side are also 
anxious to give postal workers a 
raise. Since the postal worker's raise 
will run about $150,000,000, most 
members feel duty bound to provide 
some kind of rate hike . . probably 
14¢¢ third class, and a 25% increase 
for publications. 

There is a strong possibility that 
Congress will also decide to set up a 
special committee to give the prob- 
lem of continuing postal deficits a 
thorough examination, to settle once 


_and for all such questions as the 


amount, if any, of the department's 
losses which can rightfully be charg- 
ed to taxpayers as a public service. 


Small Business . . In Congress and 
in the defense agencies, rather stren- 
uous efforts have been made to try 
to ease the impact of the defense 
program on small business. Congres- 
sional small business committees 
have forced the National Production 
Authority to rescind its ban on non- 
eessential items from aluminum . . 
an order which would have been a 
death sentence for many small fab- 
ricators. And defense officials have 
adopted several policies which are 
supposed to help smail business get 
a share of the military business. De- 
fense Production Authority says 
contracts should go the small busi- 
ness, even if premium prices are re- 
quired, or it is necessary to subsidize 
transportation costs. 

The Munitions Board has opened a 
central military procurement office 
in Room 334, Old Post Office Build- 
ing, 12th and Pennsylvania Ave., to 
give one-stop service to business 
men here in search of military con- 
tracts. (National Production Auth- 
ority also operates a one-stop infor- 
mation center in the lobby of the old 
General Accounting Office, Fifth 


and G St., to straighten out the vis- 
itor ensnarled in CMP and other 
production controls). 

Most military contracts are issued 
in the field, not in Washington. Re- 
cently, the Army opened 62 centers 
where business men can go to ex- 
amine items which the services need. 
(For locations, write Department of 
Defense, Office of Public Informa- 
tion, Washington 25, D. C., for Re- 
lease No. 489-51.) During May, the 
Navy Bureau of Aeronautics and the 
Air Force are holding exhibits in 
New York and Chicago for members 
of the electronics industry who want 
subcontracts. Invitations have gone 
to 2,400 firms; but others may at- 
tend . . see what is needed, and meet 
the prime contractors . . by contact- 
ing Air Force procurement field of- 
fices. 


DiSalle Will Fight . . Price Stabi- 
lizer Mike DiSalle faces his crucial 
test during the next few weeks, 
when Congress will be deciding what 
kind of a price control law to enact 
for the next fiscal year. DiSalle is a 
professional politician, but he is also 
a courageous man. He will fight for 
effective control over farm products, 
despite the certainty that the fight 
will make many dangerous Congres- 
sional enemies. 

DiSalle’s “interim” control orders 
for manufactured products, (CPR 
22), and the sequel for machinery 
(still in preparation as this is writ- 
ten,) are very tough orders requir- 
ing pre-Korea prices adjusted only 
for subsequent increases in material 
and direct factory labor costs. One 
of the nation’s top officials said of 
these orders: “They give industry a 
lot more to complain about than la- 
bor ever had.” 


Cooke Bausman. Jr. . . 


ager, has been named manager, sales de- 


former acting man- 


partment, central staff of Koppers Co.., Pitts- 


burgh 


Charles O. Puffer . . former vice-president, 
Goodkind, Joice & Morgan, has joined Cas- 
ler, Hempstead & Hanford, Chicago, as 
vice-president in charge of the creative de- 


partment 


Fritz Publications . . publisher of Paper In 
dustry and Paper & Pulp Mill Catalogue, 
new offices at 431 S. Dear 


rn St hicea 


ha 
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and the chief reason for such re- 
sults is that CMPD has 84% more 
manufacturing circulation than 
any other industrial buying guide.” 


All Other 1,885 


Grevietion 22,875 All Other 7,901 
industriel executives All Other 8,060 


Manvtocturing 
been certified by Meavt 
personel col! Cirewletion 12,378 
Cirewtation 10,341 
CONOVER-MAST THOMAS’ REGISTER MAC RAE'S BLUE BOOK 


PURCHASING DIRECTORY Total Circulation 20,279 Total Circulation 18,401 
Total Circulation 24,760 


Yes, and more manufacturing circulation with 


the Conover-Mast Purcuasinc Directory than 


with the other two directories combined. That’s 


quite a bonus, especially since the circulation 
is confined to the larger plants—those that do 
80°% to 90° of the buying. 


Circulation statemenis are from CCA statements of 
Conover-Mast Purchasing Directory and MacRae’s. 
dated December. 1949. and the ABC statement of 
Thomas’ Register. dated December. 1949. 


Conover Mast 
PURCHASING 


DIRECTORY 


Over 1800 Industrial Advertisers Consistently Use CMPD for One Reason—RESULTS... 


To Cover the Most Worthwhile 
IN DUSTRIAL BUYERS 


When Selecting Sources of Supply 
THIS BOOK IS USED 


Whether it is because of its completeness, ease of handling, 
compactness, or whatever the reason for using CoNoveR-MAsT 
PurcHasinc Drrectory at the time of selecting sources of 
supply for equipment, parts, and materials, the fact that it 
is used is your assurance of getting results from advertising 
in this widest directory coverage of industrial buyers. Below 
are quotations from signed original letters. The file of 
thousands of such letters is open for inspection by anyone 
at any time in our New York office. 


Automotive Parts Manufacturer. Power Plant Equipment Manu- 


“Only directory used in our facturer. “We use this directory 
plant for some time.” exclusively for locating sources 
Signed—Purchasing Agent of all types of material and ma- 
chinery.” 
Paper Manufacturer. “Answers Signed—Industrial Engineer 
our requirements better than 
any other.” Cable Manufacturer. “Most used 


Signed—Purchasing Agent directory both in our office and 
in the factory.” 


Equipment Manufacturer. “Due Signed—Plant Engineer 

to compactness and ‘easy to find’ ” -- 

we prefer it to sive Porte 
“mes A “This is the most used directory 


Signed—Purchasing Agent in the plant.” 


Railroad. “Invaluable. Its size Signed—Production Engineer 


recommends it. So many direc- 
tories are cumbersome. Yours is Manufacturer of Chemicals.“Our 


a quick reference volume.” shortest cut for purchasing in- 
Signed—Storekeeper formation.” 
Signed—Plant Buyer 


Powder Company. “Kept within 


easy reach as we consult it on Machine Manufacturer. “We use 
practically every new purchase.” it in preference to any other.” 
Signed—Maintenance Engineer Signed—V. P. & Pur. Agent 


The Conover-Mast Purcuasinc Directory is your best channel 
for the presentation of your sales story and product facts to the 
buyers and specifiers of equipment, parts, materials, and supplies 
needed in industry. 


CONSULT YOUR ADVERTISING AGENCY 


Chicago 11, Ill., 737 North Michigan Ave. Whitehall 4-6612 
New York 17, N. Y., 205 East 42nd St. Murray Hill 9-3250 
Cleveland 14, Ohio, 435 Leader Bidg. Cherry 1-7788 
Los Angeles 36, Colif., 5478 Wilshire Bivd. Whitney 8055 
Philadelphia, Po., 333 Kent Rd., Balo-Cynwyd Cynwyd 4971 
Birmingham, Mich., 1236 Bates St. Birminghom 2844M 
Taunton, Mass., 9 Earl St. Taunton 2-1987 
Westport, Conn., Bay St. [- Westport 2-3106 
Packanock Loke, N. J., 114 Beechwood Drive Mountain View 8.0255 
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Frolicking founders . . Ten ou! of 16 
ad men who attended first meeting of Indus- 
trial Marketers of New Jersey in 1936 turn- 
ed up to celebrate the group's 15th anniver- 
sary. From left, front: Wilson E. Haver, 
Recorder Press; Francis Risley, Charles Dal- 
las Reach C 


Harold G. Karn, Colgate- 
Palmolive-Peet Co.; Logan D. Grupelli, Nop- 

Chemical C Gerald F. Monaghan, 

phic Arts Production Service. Standing: 

Wats 

Raybestos-Manhattan; 
eady, Handy & Van 


3, Pyrene Mig 


Top brass . . Past presidents at the 
celebration included (front row, from left) 
Mr. Mer 

Hyatt Bearings 

rp.; Kenneth W. 


DacK row, trom 


go to their 15th birthday party 
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‘ Harold W. Kloth, Diehl Mig. Cc 
Ten first nighters . . 
< > Bailey, O. S. Tyson & 
? Elliott Charlop, S. Blickman, Inc; and 
i Richard B. Carland, Sanger-Funnell, Inc. a 
and seven past presidents 
| 
Big blew For luck. three men blew 
ut the candles E tt Charlox enter ); 
i tee f flanked by Herb Mercready eft) and 
/ be 4 Harry Carroll. Seated (from left) are IMN] 
Roland Smith, the speaker of the evening 
Mr. Charlop; Blaine G. Wiley, executive 
secretary. National Industrial Advertisers 
Assr und John akley ukley & C 


Among Chrysler's Top Engineers .... 


.... SAE Journal Readers Predominate 


When Chrysler's Director of Engineering and Research James C. Zeder calls his top engi- 
neers into conference, eight out of eleven of them are readers of the SAE Journal . . . 
Among them are rising young men and well-known veterans. SAE Journal has been com- 
ing to one of them for over 35 years; to one of them for only 5 years. (The average is 
24 years). 


. . . The Chrysler story is typical. In other automobile and truck companies, in plants 
which make airplanes, aircraft powerplants, diesel engines, road machinery, parts and 
accessories . . . everywhere that top-flight automotive engineers gather to make 
technical decisions, SAE Journal readers are likely to be a majority of those present. 


SAE JOURN se, York 


May 1951 | 117 


cad 
4 
| 
| 
> 


of industrial sales and advertising 


Ad budgets holding, rising: ANA 


67°. of industrial advertisers 
in survey maintain or boost 
media schedules, Rowe says 


More than 67°: 
of industrial advertisers answering 


® HOT SPRINGS, VA 


a questionnaire said that they are 
maintaining or increasing media 
schedules, despite product shortages 
or immediate threat of shortages 

Results of the questionnaire sur- 
vey were told by H. T. Rowe, adver- 
tising manager, International Busi- 
ness Machines Corp., at an industrial 
session of the spring meeting of the 
Association of National Advertisers. 
Respondents were ANA members. 

“Of 42 responses, 22 reported no 
changes, explaining that they want- 
ed to continue to expand and devel- 
op markets, despite short supply, 
[or] to keep the company name and 
product before the public,” Mr. 
Rowe said 

“Twenty-four companies reported 
changes. Nine added media, either to 


extend trade publication campaigns, 
to obtain coverage in new potential 
markets, to broaden the scope of 
existing business executive series, to 
reach both the industrial and home 
owner audience, or to develop ‘spe- 
cial fields.” 

“Fourteen companies said product 
shortages resulted in reduced fre- 
quency of insertion or in number of 
publications, but half of these con- 
sidered the adjustments minor. 

“Budget figures varied from in- 
creases up to 20° to reductions of 
the same percentage. But in general 
it would appear that 1951 expendi- 
tures are equal to or greater than 
1950, funds saved in one medium be- 
ing reapplied to another.” 

These findings coincided with 
those of INDUSTRIAL MARKETING’s 
monthly tabulation of advertising 
volume (page 84) which has shown 
an increase in business paper lineage 
every month since last August. In 
the first four months of this year, 


ninued mn page 


NBP votes to admit paid 
publications as well as free 


® NEw york .. The board of directors 
of National Business Publications, 
Inc., has unanimously passed a reso- 
lution to admit paid as well as con- 
trolled circulation business papers to 
membership 

Until now NBP has admitted only 
controlled circulation publications 

NBP president Russell L. Putman, 
president, Putman Publishing Co., 
Chicago, said that more than 25 paid 
publications audited by the Audit 
Bureau of Circulations have notified 
him that they will join NBP. Appli- 
cations of new members will be an- 
nounced and the action will be pre- 
sented formally to the membership 
at the annual spring meeting June 
1-3 at Hot Springs, Va. 

Explaining the action, Mr. Putman 
said: 

“It is the fundamental policy of 
our organization that well-edited 
technical, scientific and professional 
periodicals, effectively distributed by 
whatever method used, render an in- 
dispensable service to business and 
to industry. It is not circulation 
method, but rather the type of service 
rendered that determines how good 
a business paper is. In short, adver- 
tising values are determined by ‘who 
reads it’ not by ‘how he gets it.’ 

“This action today was greatly fa- 
cilitated, I am sure, by the unique 
membership feature of our organiza- 
tion. Voting power in NBP is limited 
to one vote for each publishing or- 
ganization, regardless of total num- 
ber of publications represented by 
such member organization. 

“Personally, I am particularly 
gratified that this step was taken 
during my tenure as president of 
NBP. I have always felt that such a 
move was not only highly desirable, 
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Serving its community since 1889, Conemaugh is Metabolism Apparatus, Outpatient Department 
a $2,000,000 establishment with 346 beds, 69 (handling nearly 14,000 visits yearly), Pharmacy, 
bassinets, and a personnel of 435. It has Blood Physical Therapy Department, Diagnostic and 
Bank, Cancer Clinic, Central Supply, Clinical Lab- Therapeutic X-Ray Departments, Women’s Aux- 
oratory, Dental Department, Electrocardiograph, _iliary, and Patient's Library Service. 


Medical Library, Medical Record Department, 


BROADEST COVERAGE, PLUS 
DEEPEST PENETRATION, EQUALS 
GREATEST ADVERTISING 
EFFECTIVENESS 


Effective selling in the important and rapidly growing 
hospital field depends largely upon how well and how 
often you reach al] buying influences—administrators as 
well as department heads who initiate purchases. 


HOSPITAL MANAGEMENT gives you the coverage you 
need to do an effective job of blanketing the market (and 
also more paid hospital circulation than any other medium 
in the field). Further, it gives you penetration, due to its 
unique plan of editorial departmentalization, under which 
every department of the hospital is served with special 
editorial material in each issue. 


Results prove the value of this program to suppliers: 
During 1950, hospital executives and technicians with 71 
different titles sent us nearly 6,000 inquiries for informa- 
tion on new products mentioned in the magazine! This is 
certain assurance of securing maximum readership by the 
right people in the right places. 

When you invest in HOSPITAL MANAGEMENT, you 
get the greatest ABC paid hospital circulation, the greatest 
unit hospital coverage, and the deepest departmental 
penetration in the field. 


“All Departments Utilize 
HOSPITAL MANAGEMENT” 


W. M. ASHMAN 
Superintendent 
CONEMAUGH VALLEY 
MEMORIAL HOSPITAL 
Johnstown, Pennsylvania 


Hoenital Management 
200 East Tlitnote Street 
Chicago 11, Tllincts 


Gentlemen: 


All of this hosp!tal heve utilised the 
magetine Hospital Management to the rreat benefit 
of the hospital and ite petiente, over a period of 
several years, 


4 copy of thts publication is pleced in our librery 
each month. In addition the old corfes are retained 
there so thet they are eveilable at a)) tines for 
any of our persone] who my be interested in looking 
Up specific pointe of information, 


You may be sure thet Hospital Menerement will alwys 
have place and thet it fs definite asset to 


this institution, 


¥. 
Wa /ny Superintendent 


READ MOST BY MOST HOSPITAL EXECUTIVES 


Hogaal 
Management 


200 E. Illinois St. Chicago 11, Illinois 
WRITE TODAY for your copy of our 
© Readership Penetration Survey; 
Chapelle Ad-Readership Analysis: 
Hospital Architect Survey. and Food 
anc, Equipment Survey. 
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is Proved 


R eadersh 


for actual readership by statements from 
each name on our controlled circulation lists 
that he “Reads GAS regularly and wishes to 
continue receiving it.” 


Audited 
Identified 


by a qualified public accountant. 


for buying influence from the confidential 
customer-lists of 47 leading manufacturers 
who are actively selling this industry. 


Three-way certification eliminates questionable buying in- 
fluences, replaces unread copies with live read copies. re- 
duces non-productive distribution to an absolute minimum. 


A complete report of GAS’ three-way circulation certifica- 
tion, together with the first audited report on GAS 
readership is now ready ... 


WRITE FOR YOUR COPY TODAY! 


largest 
Circulation 
in the Gas Industry 


A Jenkins Publication * 198 S. Alvarado St. * Los Angeles 4, Calif. 
Advertising Offices 


NEW YORK 18 CLEVELAND 22 CHICAGO 3 TULSA 
1) West 42nd Sr. 19718 Lanbury Ave. 1064 Peoples Gas Bidg. P.O. Box 4055 
CHickering 4-1969 WYoming 1-2587 WAbash 2.2589 Tel. 2-2414 
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Attack industry ills or fail, 
Marsteller warns trade press 


® cuicaco . . Business papers are 
threatened with “editorial anemia” 
that will result in “creeping death” 
unless editors criticize and expose 
their industry's ills more freely and 
courageously, William A. Marsteller, 
president of Marsteller Co. and Geb- 
hardt, Marsteller & Reed, advertising 
agency, told publishers and space 
salesmen at a meeting of the Chicago 
Dotted Line Club. 

“As a whole, our business papers 
are afraid to be controversial,” He 
asserted, “They are lacking in edi- 
torial objectives. They have no plat- 
form for their industry.” 

“Walking the fence, afraid to of- 
fend any part of their industry or 
profession, they have closed their 
eyes to all problems within their in- 
dustry, except those upon which 
there can be no rebuttal. They are 
overlooking the clear lesson in the 
newspaper field where the colorless 
and gutless papers have died, but the 
controversial ones, loved or hated, 
prosper and exert influence.” 

Mr. Marsteller urged business pa- 
pers to ask themselves these ques- 
tions: 

“Are you using the needle as free- 
ly as sugar pills? 

“Have you got an editorial plat- 
form . . something to be for and 
something to be against . . something 
to get sweaty about . . something to 
keep you young?” 

He said that if business papers will 
do this and become progressive in 
policy, they will enter the golden era 
of publishing. 

Asserting that for many business 
papers, editorial layout has not kept 
pace with advertising layout in qual- 
ity, he said that his research depart- 
ment had made these findings: 

“1. The best-read editorial materi- 
al is usually not only basically im- 
portant or appealing material, but is 
also best presented graphically. 

“2. When the same story is cover- 
ed by magazines in each 
field, the one which is best read in 


several 


relation to other stories in the same 
which is best 
headed, illustrated or merchandised. 

“3. Technical and 
readers are still people and are mo- 
tivated by appealing physical pres- 


magazine is the one 


professional 


2 
F its advertisers | the largest audience of 
q 


entations as much as by subject mat- 
ter.” 

Mr. Marsteller also urged more 
personalized editing and suggested 
that every business paper run full 
length articles on the home life, edu- 
cation and philosophies of men in the 
industry 

Predicting unprecedented oppor- 
tunity for business papers, he said: 

“No form of advertising com- 
munication has been so relatively 
free from the inroads of new com- 
petitive media. No new means of 
communication is on the horizon 
now to challenge you. 

“Never has business had a greater 
need for a strong trade press. Never 
has there been such a life-and- 
death need for guidance on lower 
production costs, improved methods, 
new materials and closer knit per- 
sonnel internally, and, externally, a 
unified stand for the principles un- 
der which American business can 
exist. 

“In this climate it should be nat- 
ural for the business and profession- 
al man to turn to the press of his own 
field. Give him reason to do so. 
Guide him, teach him, work with 
him, correct him, but most of all 
stimulate him.” 


Austin of U. S. Steel wins 
Parlin marketing award 


@ PHILADELPHIA . . David F. Austin, 
executive vice-president, U. S. Steel 
Co., will receive the 1951 Parlin Me- 
morial Award for his “outstanding 
contribution to the field of market- 
ing.” 

Mr. Austin, who is chief sales ex- 
ecutive of one of the world’s largest 
corporations, will receive the award 
from the Philadelphia chapter of the 
American Marketing Association at 
the annual Parlin Memorial Lecture 
dinner May 16. Mrs. Casilda V. A. 
Wyman of Farm Journal, chapter 
president, will present the award, 
which is sponsored annually by the 
chapter in honor of the late Charles 
Coolidge Parlin, organizer of the 
commercial research department of 


Curtis Publishing Co. 


Americcn Brewer . . and Fleet Owner, both 
of New York, have joined Associated Busi 


ness Publications 


oxboar 


CONTAINERS 
.- 


LEADERSHIP READERSHIP 


More paper box makers buy BOX- 
BOARD CONTAINERS than any 
other magazine. You get essen- 
tially complete coverage of all 
segments of this big-buying mar- 
ket, with a circulation of 


2738 


@ 


This 59-year old “bible-of-the-in- 
dustry” penetrates plants making 
Set-up and Folding Boxes, Corru- 
gated and Solid Fibre Shipping 
Containers. and Cans, Tubes, 
Drums and other Boxboard 
Products. 


Call your nearest , 


The editorial content of BOX- 
BOARD CONTAINERS features 
practical “how-it’s-being-done” 
articles, with many in-plant photo- 
graphs and diagrams. Recent and 
forthcoming stories: 

Use of Color in the Box Plant 

Cutting and Fitting of Rules 


Printing Equipment Trends in 
Folding Carton Manufacture 


Reinforcing Corrugated Boxes 

with Ungummed Tape 
Down-to-earth material like this 
is building exceptional reader- 
ship . . that means more pulling 
power for your advertising. Take 
advantage of the opportunity! 


Haywood Representative 


HAYWOOD PUBLISHING C0. 


also publishers of PACKAGING PARADE 


22 E. HURON ST. . . . . CHICAGO 11, ILLINOIS 
WHitehall 4-0868 


210 Fifth Avenue . . . 


. . New York 10, New York 


MUrray Hill 5-8413 


WEST COAST © McDONALD-THOMPSON 


San Francisco § 
625 Morket St. 


Los Angeles 5 Seattle | 
3727 W. St. 


Terminal Sales Bidg. 
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why transit men read 
_ MASS TRANSPORTATION 


JFASCINATING FACTS 


ransit facts intrigue transit 
men. And each issue of MASS 
brings the latest developments, 
personals on transit personalities, 
dollars and cents facts on operat-~- 
ing experience, industry gossip. 
No wonder MASS readers are avid 
readers! 


Our average subscriber studies 
his copy 2 hours and 13 minutes. 
What a difference from the 7 
minutes spent on ordinary maga- 
zines that are merely “thumbed” 
through! 56°% of MASS subscrib- 
ers take each MASS issue home... . 
dig into it in several sittings! 

That's readership! And it blan- 
kets a big field—the MASS market 
includes 60,000 buses, 20,000 other 
vehicles, 300,000 employees, and a 
$250,000,000 outlay for 
maintenance and operating mate- 
rials alone! To tap this whopping 
market, use MASS, the magazine 
that’s thoroughly read, thorough- 


A 


annual 


ly enjoyed! 


SEE SRDS CLASS. 21—OR 
WRITE FOR RATE CARD. 


TRANSPORTATION 


222 W. ADAMS ST. 
CHICAGO 6, ILLINOIS 
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Ad budgets hold, rise: ANA 


continued from page 118 


volume rose 5% over the corre- 
sponding period in 1950 . . the high- 
est increase in several years. 

Questionnaire findings, Mr. Rowe 
showed these major copy 
changes: 

“1. Eliminating inquiry-pulling 
ads. 

“2. Switching from product to in- 
stitutional copy. 

“3. More educational copy, ex- 
plaining shortages and telling cus- 
tomers how to use the product more 
effectively. 

“4. Adopting layout with distinc- 
tive recognition features. Permitting 
advertising more than one product in 
the same general format.” 

R. D. Mossman, manager of adver- 

tising, Jones & Laughlin Steel Corp., 
said that J&L was one of the com- 
panies that cut its budget. He said 
that the cut was 11% below last 
year’s budget and that increased 
costs of 12% meant that the actual 
cut was 23%, 
’ He said that the advertising de- 
partment, in order to continue to 
meet its objectives despite the cut, 
decided on a policy of “concentra- 
tion rather than scatteration” in the 
company’s business paper advertis- 
ing. 

“We whacked our lists from 40 
papers to eight,” he said. “We picked 
only the leading papers in the 
markets we wanted to cover.” 

“We determined these papers not 
on ABC statements of salesmen’s 
presentations, but on their records 


said, 


as producers of quality inquiries and 
sales for the various J&L products 
advertised during the past four 
years. 

“In vertical papers we increased 
our schedules. Actually we reduced 
advertising 26% 
but increased our messages in what 


our trade paper 
in our opinion are the leaders. 

“We bought bleed 
spreads in Business Week, Time and 
U. S. News & World Report.” 

He believed that the company had 


four-color 


thereby sacrificed 30°) of vertical 
market coverage for better coverage 
in the remaining 70°. 


Millard J. Hooker, 


advertising 


manager, Dow Chemical Co., dis- 
agreed with J&L’s tactics 


He said 


TAX 
$25,000 SALARY |~ 


tive desirous of accumulating 
neghboring country (not 
operating propernes tor 


meshcated in Ureted Stotes 


Odportunity for top fight 
on estote who 


Caneda! or 
large corporotion 
5 000 plus resdence ond other substan 
be increased, bosed on performance 
(Virtually no tones lewed on thu solory olthough you cer 
retan US 
{One month vocation per yeor in States) 
City of app by 15,000 persons, with ex 
colient chmete 
REQUIREMENTS. Execunve mort hove brood diversified 
business experience, including obility to organize ond 
handle people ot top level, must be able to read figures 
ond mone up ond bolonce budge! 
POSSIBILITIES, succerstul, opplicant can look forword to 
increased compensohon and building a mice estate in five 
ears ond very substontiol estate in ten years which con 


under present laws) be brought into U.S tan free 


you fee! qualified to handle this ob please send o complete 
resume to the undersigned, our Advertiing Agents. All apphca 
hons will be held in stroctest confidence 


8OX 110, DOREMUS & COMPANY 
120 Breodwoy New York 5, N.Y. 


Magic . . words in this ad headline drew 
lies and 100 long distance 
n U.S. and Canada. Ad was run by 


2,500 w 


Doremus & Co. for a New York investment 
house York, Chicago and Boston 
news mts several 
$50.0 pany suffer- 


that Dow will retain its media sched- 
ule unchanged. 

“In a period of shifts and changes, 
amidst shortages both real and 
feared, the long range purpose of 
our advertising programs will be (1) 
to hold and improve our sales posi- 
tion and (2) to protect and expand 
our market potential,” he declared. 
“With these objectives, the necessity 
for keeping our media picture the 
same becomes obvious.” 

“If we have been slanting our ad- 
vertising to the proper people in the 
past, we can only presume that our 
equities in those people will be lost 
if we were to shift to new media and 
hence to new audiences. 

“Although we have developed an 
equity in those audiences which are 
of interest to us, we feel that we have 
never purchased the full audience. 
While people in the audience shift 
around and change, the functions do 
not. One of the consistent misuses of 
advertising is that of inconsistent ad- 
vertising . . not enough, long enough, 
in the same place enough. 

“If the scenes of purchasing in- 
fluences shift, as they are sure to do 
for a while, the functions of buying 
therefore, are 


do not alter, and, 


available to us through our con- 
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tinued use of the same media. . . 
“We must continue to identify our 
interest in three groups . . the vari- 
ous publics which influence our ex- 
istence . . the business community 
. and specific industries . . in order 
® that these three groups will continue 
to identify their interests with ours. 
“For within these three groups 
lies the protection and expansion of 
our market potential. For some time 
we have been appealing to these 
groups. It remains for us to strength- 
en our hold on them. This cannot be 
accomplished by shifting audiences.” 


NBP votes to admit paid 


-ontinued from page 118 


should sales and 
advertising effort 
be 


but inevitable, if business paper 
publishing is to progress.” 

The resolution was introduced by 
Joseph Hildreth, president, Chilton 
Co., who said after approval: 

“This fulfills a long cherished am- 
bition of mine. And I have talked to 
enough paid publishers to know that 
this action will receive enthusiastic 
approval from publishers all over 
the country.” 

The resolution provided that the 
by-laws be amended to establish a 
bracket-rate formula that will de- 
rive dues from gross annual adver- 
tising revenue rather than from an- 
nual postage paid, as at present. The 
formula provides a floor and ceiling 
on dues. 


NIAA will award plaques 
for best three ad campaigns 


® NEW yYorK . . The National Indus- 
trial Advertisers Association’s annu- 
al competition for the best cam- 
paigns of the past year will close 
May 15. 

Engraved plaques and _ sterling 
silver medallion key chains will be 
awarded to the three campaigns 
judged most successful in accom- 
plishing their objectives. Thirty win- 
ners in ten classifications will re- 
ceive certificates. 

Entries must be mounted in 
13x20” bound books and may in- 
clude samples of space advertising, 
direct mail, publicity material, cata- 

‘ logs, brochures, handbooks and dis- 
plays. Awards will be presented at 
the annual NIAA conference June 
24-27 in New York. 


As U.S. Industry steps up production of military 
items and civilian goods, there will be important 
increases in the demand for all types of products 
and materials. 

A fresh-off-the-press McGraw-Hill booklet, 
“Industry Expands in ’51,”’ charts the plant ex- 
pansion and capital spending plans, industry by 
industry . . . provides an indication of the need 
for consistent and aggressive advertising. 


McGRAW-HILL 
PUBLICATIONS 


330 West 42nd Street, New York 18, N. Y. 


McGRAW-HILL 
FOR 


> 
MeGRAW-HILL 
yout for a copy 
q 
: 
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Advertising Managers 


Publishers 
Association Secretaries 
House Organ Editors... 


There’s real savings in the new 
type mailing envelope developed 
by Equitable Paper Bag Co. 

HB SLASHES €0STS—new style 
construction on special high 
speed machinery. 


STURDY CONSTRUCTION — 


extra long flap to “lock” your 


publication in the envelope. 


Rugged, well pasted seams and 
bottoms and 100°% kraft. 


IMPROVES APPEARANCE — 


safe arrival and clean delivery. 


a SAFETY EDGES—soft flap and 


lip edges eliminate cut fingers, 


speed insertion time. 


If you use 100,000 or more an- 
nually, it’s worth money to 
investigate. For full data, send 
sizes and annual amounts today! 


EQUITABLE PAPER BAG CO., Inc. 


45-50 Van Dam Street, 
Long Island City 1, N.Y. 


Public Relations Executives 


Which ad 


got the highest 


Starch score? 


® THE TWO sives of the insert were 
almost identical in readership pull- 
ing power, as shown by the scores 
below. Usually the back side of an 


Below is 

the answer 

to the problem 
on page 62. 


insert gets a readership score 25 or 
30% lower than the front. This back 
side was a notable exception, possi- 
bly because of editorial- type layout. 


‘New’ ‘Problem’ 
Seen. Read Seen. Read 
Noted Assoc. Most Noted Assoc. Most 
{ Readers 6° 6% 3% 6%, 6° 4” 
‘ost ratios 26 26 38 26 26 50 


sponding parcel postage. An ar- 
rangement was made with our print- 
er whereby we “zoned” the address 
labels and he affixed them along 
with the correct postage, then de- 
posited the books in his local post- 
office. His charge for this service, 
exclusive of postage, was slightly 
less than two cents per catalog. 

Best of all, a few days after the 
entire run of catalogs had been 
printed and bound, over 10,000 . 
each one directed to the proper in- 
dividual . . were in the mails. 

Total cost of distribution (includ- 
ing postage) averaged 3lc per cata- 
log 

Incidentally, we checked also on 
the feasibility of having the printer 
truck or freight catalogs to our five 
divisions for local mailing to their 
territories and thus take advantage 
of lower zone postage rates. Sur- 
prisingly, the over-all cost proved 
higher than the method we used. . 
owing primarily to the high cost of 
transportation to these distribution 
points 

Simultaneously with the initial 
distribution, our announcement ads 


in technical journals produced sev- 
eral thousand additional catalog re- 
quests, mostly from areas outside 
those we serve normally. A supply 
of the books was warehoused by the 
printer and the same method of dis- 
tribution continued until the peak 
demand has passed. 

It is true that our salesmen did 
make a very few catalog deliveries 
and still do. These, however, cover 
only “emergency” requests which 
occur once in a while on calls and 
for this purpose each salesman car- 
ries a stock of five or ten books in 


his car . . Sales Promotion Manager 
ew jreatly a ir in in 
4 1s 
th h 
From the standpoin n’s time, 
he he ar th xt h e 
ke 3s W ers x! 
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ing department insures an accurate record 
of those holding catalogs. 

We are a bit surprised that you are will- 
ing to take a chance by announcing or 
offering the catalog in business magazines 
because often ads bring in requests from 
areas not served by salesmen and from 
many who are not worth an expensive 
catalog. We believe that it is not too bad to 
these requests in other catalogs, 

consider it rather questionable 


pass uf 
but we d 
public relations to turn a man down after 
he has asked for a copy 

Undoubtedly, the F. W. Dodge Corp. has 
a well-trained and specialized organization 
in catalog preparation and distribution and 
so it would pay to put the problem up to 
them and have their suggestions before pro- 
ceeding 


top management 


forum 


continued from page 43 


weight to our past relationships with 
customers, their growth and devel- 
opment, and the needs of new users 
in our territory. 

Today with the preponderance of 
our output controlled by government 
priorities and directives, we are dis- 
tributing the remainder as equitably 
as possible in relation to our pre- 
Korea pattern. 


8 It is our opinion that we could not 
provide fair and proper allocation of 
our products by percentage alloca- 
tion to sales divisions, sales areas, or 
distributors. We are allocating our 
production strictly in the following 
order: 

1. Priority orders 

2. Defense supporting orders with- 
out priority 

3. Date of order 

However, in accepting any order, 
or in making a quotation on any 
potential order, we take all three of 
these factors into consideration in 
quoting a delivery, or in scheduling 
the order after it is received. 


STORES 


CHURCHES 


The big jobs have to be “engineered.” In SCHOOLS 


almost every case of new construction, and 

in many cases of modernization and mainte- 
nance for commercial, industrial and public 
buildings, an engineer is consulted to solve 
the complex problems of air conditioning, 
heating, piping, refrigeration, ete. Make sure 
that when he suggests the use of certain 
products he mentions yours by name. 


Create this preference in his mind by giving 
him information about your product in the 
publication he consults regularly-HEATING 
AND VENTILATING. This is the magazine 
edited with the practical problems of the air 
conditioning, heating, piping and refrigera- 
tion engineer in mind. It is the magazine 
specifically edited to cover the interests of 
the men who engineer installations for the 
larger buildings, as distinct from homes. 


To learn more about who these men are, the 
work they do, and their importance as buying 
influences, write for the free booklet, “How 
Equipment is Bought.” This 24-page booklet 
is not an advertising piece, but a manual of 
helpful information for those who are inter- 
ested in this market. 


An Industrial Press Publication 


OFFICE 
BUILDINGS 


HOSPITALS 


PLANTS 


THEATERS 


HOTELS 


PUBLIC 
BUILDINGS 


HOUSING 
PROJECTS 


UTILITIES 


N. Y. 


NEW YORK 13, 


' 


Clippings from the business press, 
farm publications and consumer 
magazines can supply valuable infor- 
mation in the operation of business. 
Used by business organizations and 
their advertising agencies for collect- 
ing editorial publicity, for maintain- 
ing competitive advertising files, for 
making research and market studies 
and for developing sales prospects. 
Booklet No. 50 Clippings Aid Business 
Booklet No. 60 Magazines Read by Bacon 


BACON’S .CLIPPING BUREAU 


343 So. Dearborn St... Chicago 4 


See McGraw-Hill advertisment 
on page 133 
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“...@ contribution to clear think- 
ing in industrial advertising ..." 
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Peare, Byler, Staud, leading 
industrial ad men, die 


® pEATH claimed three of industrial 
advertising’s outstanding executives 
within 10 days in March. 

Robert S. Peare, 50, vice-president 
in charge of public relations and 
advertising, General Electric Co., 
Schenectady, died March 19 as the 
result of a heart attack. He joined 
GE in 1922, after graduating from 
the University of Michigan. 

Mr. Peare became manager of the 
publicity department in 1940, and 
was elected a _ vice-president in 
1944. In 1946 he received the award 
of the National Association of Public 
Relations Counsels for his contribu- 
tions toward improvement and ap- 
plication of public relations tech- 
niques. He was a director of the Ad- 
vertising Federation of America, and 
a member of the Association of Na- 
tional Advertisers and the Public 
Relations Society of America. 


Peare Byler 
Robert C. Byler, 61, advertising 
manager, SKF Industries, Philadel- 
phia, ball bearing manufacturer, 
died of a heart attack March 27. 

Mr. Byler joined SKF in 1915 and 
shortly thereafter became advertis- 
ing manager. In 36 years with the 
company, he had been absent only 
one day because of illness. Before 
coming to SKF, he was a reporter 
for the Philadelphia Inquirer, a copy- 
writer and later account executive 
with McLain-Dorland Co. 

Rudolph William Staud, 60, direc- 
tor of sales pro- 
motion and pub- 
lic relations, 
Benjamin Elec- 
tric Mfg. Co., 
Des Plaines, IIl., 
died March 28 at 
St. Francis Hos- 
pital, Evanston, 
after several 
weeks of illness 

Mr. Staud, who was prominent in 

the lighting industry for his promo- 


The Super-Market In the F of America’s Industrial Future 


ORK! So you waut facto! 


Note these Figures from Readership Survey Recently Released! 
QUESTION NO. 1 


“What Construction Publications Do You Read Regularly?” 


Paper "A" 4°, 
Paper "B" -. 3%, 
Paper “C" 0.5%, 
Paper 4%, 
Paper 4%, 
Paper "F" 
Paper "G" 1% 
Paper "H" 6%, 

Construction News Monthly 74.75% 


Write us for a copy of this survey conducted by 
Research Report Co. of Chicago. 
A recent survey proved what we already knew! For example, the above figures! 
All those directly associated with the construction field were asked this and other 
unbiased questions by the Research Report Co. 
Most of the people in the construction field in this area you want to sell, read 
CONSTRUCTION NEWS MONTHLY. NO OTHER BOOK IS NEEDED! 


Why Scatter your Shot 


Concentrated’ Circulation PLUS Eager Readership: 7 


You select your new spapers by markets. Why not construction papers? Here, it's 
C.N.M. It’s the contractors’ NEWSpaper, keeping them informed of bids wanted, 
tae lifeblood of the business), lettings, and other news of the industry in the 
area served by C.N.M. 
CONSTRUCTION NEWS MONTHLY is a “must” that shouldn't be missed 
$600 READERS 
ata, list of regular advertisers, etc. 


ONSTRUCTION 


Send for a copy of p 


LITTLE ROCK, ARKANSAS 


and DIESEL PROGRESS 
will lead you to it! 


You can dig up plenty of sales in the 
multi-million dollar Diesel industry. And 
the quickest, most economical way to un- 
cover your sales leads is to advertise 


™ in DIESEL PROGRESS — 
esse and read by the key men in the - 
industry and its markets. 
Write for DIESEL PROGRESS Market and Media File. 
Rex W. Wadmon, Editor and Publisher | 


Editorial and Produttion Office: Advertising Office: 
816 N. le Cienege Bivd., Los Angeles 46, Catit.’ 2 West 45th St.. New York 19, N.Y 
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NEWS MONTHLY 
Reporting ¥ 
CONSTRUCTION ACTIVITIES 
‘ | In Oklahoma, Eastern Missouri, | 
Arkansas, Western Tennessee, 
; THERE’S GOLD IN THE DIESEL MARKET... 4 


One BI G purchase 


of equipment will outweigh 


a dozen small orders. 


that’s why you want 
to sell the Civil Engineer. ~ 


The bigger the construction equipment order, the more certain it is 
that the Civil Engineer controls it. 


Since it requires Civil Engineering knowledge to lay out a construc- 
tion plant, the Civil Engineer is best qualified to determine with 
what equipment the work shall be done. On the biggest jobs he is 
the only man with the required know-how. 


Sometimes the advertising effort to secure small purchases exceeds 
the effort to land the BIG ones. Such equipment advertisers concen- 
trate on educating the small buyer while neglecting to inform the 
BIG buyer, the Civil Engineer. Don’t be misled by mere numbers 
into missing the BIG orders. 


When you sell the Civil Engineer, you are convincing the one man 
who can say yes or no to BIG purchases. This is why your advertising 
will attract more BIG orders when it is seen in the only magazine 
published exclusively for Civil Engineers—CIVIL ENGINEERING. 


“ry 


The Magaxine of Engineered Construction 
Published by 
The American Society of Civil Engineers 
33 West 39th Street, New York 18, N. Y. 


For all the Facts 
: on Industrial and 
Trade Market Data 


LOOK in 
: Industrial Marketing's 1951 


«INDUSTRIAL 
See McGraw-Hill advertisement : MARKET DATA BOOK 


on page 133. 


128 / Industrial Marketing 


tion of the industry as a whole, was 
a past president of the Illuminating 
Engineering Society, the Chicago 
Industrial Advertisers Association 
and the Porcelain Enamel Institute. 
In World War II he worked closely 
with the Office of Price Adminis- 
tration as a member of the lighting 
industry advisory committee 


Industrial Marketing adds 
two judges for annual contest 


® cuicaco . . Two additional judges 
have been appointed for INDUSTRIAL 
MARKETING’s annual business paper 
editorial achievement contest to help 
handle what is expected to be a rec- 
ord number of entries 

The judges are A. F. Heidemann, 
plant manager, Raymond Pulverizer 
Division, Combustion Engineering- 
Superheater, Inc., Chicago, and E. 
W. Lancaster, plant manager, Com- 
mercial Coil & Machinery Co., Chi- 
cago. Entries are coming in fast. The 
total is rapidly approaching, and is 
expected to exceed, last year’s mark 


of 503. 


Carl Zollner wins IMA honor 
as space salesman of year 


new york . . Karl Zollner, district 
manager of Steel, was named space 
salesman of the year and given an 
award by the Industrial Advertising 
Association of New York at a month- 
ly meeting. 

Runners-up selected from a list of 
92 nominees for the honor were: 
Jack Stevenson, Business Week; Ted 
Alcorn, Engineering & Mining Jour- 
nal and Coal Age; Emil W. Kreutz- 
berg, Steel, and Ted Boyer, Progres- 
sive Architecture 

Hal Davis, vice-president in 
charge of publicity at Kenyon & 
Eckhardt, told an over-flow meet- 
ing that industrial advertising men 
have a lot to learn about using pub- 
licity to better advantage. He urged 
advertising managers to get ac- 
quainted with publicity men and 
editors and to take advantage of po- 
tentials not now being used. 


Porter-Cable Machine Co » SY acuse, N 

has named R. A centra 

sales with ‘ n Chicago 

and J. J. Diamond as western sales man 
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BOI/ circle on Readers’ Service cord 
Learn to read faster 


Here's information about the “Reading 
Rate Accelerator” which can help you in- 


Wd % Send for these helpful selling tools 


SOG/ circle on Readers’ Service cord 
Five basic factors 


of letterhead design 


Neench Paper Co., Neenah, Wis. offers 
a 16-page booklet jammed full of informa- 
tion about the proper design of letterheads. 
Included is a two-page “letterhead design 


$O2/ circle on Readers’ Service card 
How to make an 
industrial market survey 


This is an analysis of what you need to 
make an industrial market survey, where 
to get it and how to use it, . . written by 
Arthur H. Dix, veep in charge of research, 
Conover-Mast Publications. 


SOB/ circle on Readers’ Service card 
How to end summer vacation 


production slumps 


Fred Lackens, past president of the 
National Industrial Advertisers Association, 
has come up with a plan for establishing 
better control over the number of office em- 
ployes away on vacation at any one time. 


BOG/ circle on Readers’ Service card 
Selling an intangible? 


“Selling an intangible?” is the title of one 
of six articles in a newly published book- 


specially for those interested in selling 
freight services . . but at the same time it 
includes much that will be of interest to 
industrial advertisers across the board. 
Written by W. Schuyler Hopper. 


Readers’ Service Dept. 


5105 


5O7/ circle on Readers’ Service card 
10 best read advertisements 


A summary of the Advertising Research 
Foundation’s 192-page study covering the 
readership of American Builder shows, 
among other things, the 10 best read adver- 
tising pages in the issue surveyed. Also in- 
cluded in this 16-page booklet is a double 
page bar chart showing comparisons of 
readership between editorial and advertis- 
ing pages. 


SOB/ circle on Readers’ Service cord 

Make up your own 

tailored sales presentations 
Remington Rand, Inc., offers literature 

the “SightSeller,” a multi-purpose 

with a built-in easel feature. Because page 


changing is easy, you can interleave 
printed material with photographs, and 


i 

NAME 

| Please send me the following 

pesearch and media data... 

| SOL 502 503 504 COMPANY 

505 506 507 508 PRODUCTS SOLD 

509 510 Sil 512 ADORESS 
513 514 515 S516 CITY & ZONE 


* Note inquiries for items listed not 
serviced beyond ie 15, 19st 


Neo Postage 

Stamp Necessary 

if Mailed im the 

United States 
BUSINESS REPLY CARD = 
First Class Permit No. 95, Sec. 510, P. L. & R., Chicago, DL pa 
Readers’ Service Dept. 
INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, Ill. —a 


trketing aids 
crease your reading rate substantially. % 
“ with an accompanying 7°%/, increase in a 
' comprehension. Descriptive literature is of- chart” . . a set of opinion cards with in- 3 
‘ fered by Science Research Associates, structions on how to test the letterhead te 
* Chicago. preferences and prejudices of your own 
company’s executives . . and 24 specimen 
i let, “Selling Freight Services,” offered by A 
, Trattic World. Yes, this material is slanted q 
=| 
easily and inexpensively prepare youf ‘ 
velopes protect pages and pictures. 
“" The idea involves off-season vacations, 
Fort Lauderdale, Fla., and a surprisingly 
smal] amount of money. A folder gives all 
the details. g 
504/ circle on Readers’ Service card 
Interested in pop-up letters 
| 
Did you ever think of using pop-up let 
kind that go in and out, and back and ' * 
forth when the reader opens the letter. 
S. R. Lareelere, Inc. Philadelphia, offers | i 
Use these return cards 
for publications ia 
mentioned on this page 
1 
1 


-marketir 


te Send for these helpful selling tools 


509/ circle on Readers’ Service card 


It's time to start thinking 
about customer Christmas gifts 


Leather items are often good possibilities 
for Christmas gifts for customers and pros- 
pects, Winston Mig. Co., New York, offers 
a 40-page catalog and a price sheet. 


B1O/ circle on Readers’ Service card 


All about offset printing 


Do you know as much as you should 
about offset printing? If not, you'll be in- 
terested in the article, "Past, present, future 
of offset,” which has heen reprinted from 
Lithographers Journal. Offered by Printing 
Machinery Division, Electric Boat Co., New 
York. 


Si1/ circle on Readers’ Service card 
Combination carrying and 
display case 

One minute this is a case for convenient- 
ly carrying samples. A short time later it's 


a display case. Sales Tools, Inc., Chicago 
offers a descriptive folder. 


$12/ circle on Readers’ Service cord 


Are you interested in selling 
to the farm equipment dealer? 


Gone are the days when the farm equip- 
ment dealer was a “blacksmith shop” type 
of operation. Today, he’s a smart opera 
tor, knows merchandising . . in short, he's 
an extremely alert business man. An eight- 
page folder tells how Farm Implement 
News covers this important farm equipment 


dealer market. 


BUSINESS REPLY CARD 
Firat Class Permit No. 95. Sec. $10, P. L. & Chicago, TM. 


Readers’ Service Dept. 


INDUSTRIAL MARKETING 
200 East Illinois St, Chicago 11, Ill. 


® Please print or type information below 


NAME 
Please send me the following 
research and media data TITLe 
$01 502 S03 504 COMPANY 
50S 506 S07 508 PRODUCTS SOLO 
510 Sill 512 
CITY & ZONE 
513 S14 SIS 516 


* Note inquiries for items listed not 


serviced beyond August 15, 1951 


513/ circle on Readers’ Service card 
Vacation schedule form 


Vacation time will be here before you 
know it . . in fact it's here already. Here's 
a single page schedule form with space 
for employe’s name, job, number of weeks 
he's entitled to, period he'll be away and 
whether temporary replacement is needed. 
At a glance you can see the vacation set- 
up for your entire department. Offered by 
Statistical Tabulating Co. 


S14G/ circle on Readers’ Service card 


1951 world motor census 


Here's a 24-page booklet and map giving 
facts and figures on world registrations and 


ean Automobile end Anat 
cano. 


515/ circle on Readers’ Service card 
The industrial distributor's 
job in time of war 


“Distribution in today's economy,” a re- 
port prepared by Industrial Distribution, 
tells the story of the industrial distribu- 
tor’s role in a defense economy. It points 
out that the industrial distributor's ability 
to furnish short-notice deliveries, produc 


d 16 page booklet which tells 
of the agency's services . . and shows ex- 
amples of work done for various clients. 


aids 
exports of cars, trucks, buses, motorcycles, 
; power cycles, farm tractors, parts, tools, 
equipment, accessories, etc. throughout 
Europe, Asia, Africa, Oceania and the 
western hemisphere. This is valuable 
No Postage 
if Mailed ix the 
United States 
| 
tion-speeding techniques, and other time 
. p+ saving services are vital to the defense 
economy. 
' S1G/ circle on Readers’ Service cord 
The advertising press, from time to time, 
; criticizes advertising agencies for failure to 
use their own product . . advertising. This s, 
criticism, however, isn't aimed at Publica- 
tion Services, Inc., Stamford, Conn., who 
Use these return cards 
for publications 
\ mentioned on this page 
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Phillips elected president 
of New York chapter 


® NEw york .. M. J. Phillips, assist- 

ant advertising manager, Inco nickel 

alloys depart- 

ment, Interna- 

tional Nickel Co., 

has been elected 

president of the 

Industrial Ad- 

vertising Asso- 

ciation of New 
York. 

Mr. Phillips 
has served as vice-president, secre- 
tary-treasurer and chairman of 
of IAA’s Space Salesman of the Year 
Award committee. 

First vice-president: J. Paul Car- 
roll, advertising manager, American 
Brake Shoe Co.; second vice-presi- 
dent: Robert D. Handley, advertis- 
ing manager, Sylvania Div., Ameri- 
can Viscose Corp.; and secretary- 
treasurer, Kent S. Putnam, G. M. 
Basford Co. 


hillips 


Black of Black & Decker dies 
at 67 of brain hemorrhage 


® pattrmore . . S. Duncan Black, 67, 
president, Black & Decker Mfg. Co., 
Baltimore manufacturer of portable 
electric tools, died suddenly here 
April 15 of a cerebral hemorrhage. 

Mr. Black, who specialized in the 
sales and merchandising end of the 
company, founded it 40 years ago 
with Alonzo G. Decker. Mr. Black 
helped build the company from a 
capitalization of several hundred 
dollars in 1911 to $13,000,000 today . . 
and sales exceeding $24,000,000 an- 
nually. 


Starts as salesman at 50, 
boosts regional sales 1,100°> 


yout, mi... J. R. Ferrill, 58- 
year-old former business man who 
entered the selling field eight years 
ago as a salesman for Gerlach-Bark- 
low, calendar company, won first 
place in a national sales contest and 
another award in a “quota buster” 
contest in his company. 
Mr. Ferrill, who formerly operated 
’ a baking company in Colorado 
Springs, increased sales in his 
Southern Colorado territory 1,100% 
since 1943. 


EXAMPLE NO. II 


In America’s 


TIRE AND INNER TUBE INDUSTRY... 


53 MAJOR PLANTS EMPLOY 126,941 


—account for 99.8% of total employment, 
99.9% of production in this industry. 


The latest McGraw-Hill Census identifies each and every one of 
these 53 key plants — those with over fifty employees — by name, 
location, number of employees, and chief product manufactured. 

The Tire and Inner Tube Industry is only one of 144 segments 
of manufacturing industry. In each of these 144 segments, 
McGraw-Hill’s Census isolates, identifies, classifies and rates the 
worthwhile manufacturing plants. 


i i tter 
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a your McGraw-Hill man for a 


copy. 


@ McGRAW-HILL PUBLISHING COMPANY, INC. 


_ 930 WEST 42nd STREET NEW YORK 
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1010 Empire Building 


picture of a 


- » « who uses Iron & Steel Engineer to establish his 
company and products in the billion dollar steel mill 
market. His salesmen have the priceless advantage of 
representing a “known” organization through his ad- 
vertising and even on "cold turkey" calls his salesmen 
are well received. To pre-sell your share of this lucrative 
market, back your salesmen with a schedule in the busi- 
ness magazine the key steel men read thoroughly. 


WANT THE FACTS? 


Write for a copy 
of the N.1.A.A. 
Soles Presentation. 


Pittsburgh 22, Pa. 


America’s Leaders Recognize 


-HEINN Binders as a Selling Force 


Any of these industrial leaders would tell you that Heinn quality 
means high quality . . . obvious in better appearance, operating 


case and long, economical service. No matter what your special 
needs in sales-producing loose-leaf catalogs or brochures, Heinn’s 
exclusive features can give you better value than you ever re- 
ceived before. Write now—no obligation. 


THE HEINN COMPANY 
322 WEST FLORIDA STREET 
MILWAUKEE 4, WISCONSIN 


Letters to the editor 


continued from page 14 


hander-outers of the client’s money 
may realize it, even without a show 
of gratitude . . JOHN A. WARREN, Mor- 
ristown, N. J. 


Direct mail builds 
good will for new building 


® TO THE EpITOR . . Did you ever see 
a more gracious use of direct mail 
than the enclosed letter? It is par- 
ticularly appreciated by me for the 
Chrysler addition is going up under 
my window. It makes me prouder 
than ever to own a Chrysler. 

I have never seen this particular 
use of direct mail before and thought 
it would interest you . . ARTHUR H. 
DIX, vice-president in charge of re- 
search, Conover-Mast Purchasing 
Directory, New York. 


Conover-Mast Purchasing Directory 
205 East 42nd St., 

New York, N. Y. 

Gentlemen .. As you probably know, 
we're building a new Chrysler 
building . . . Chrysler Building East. 
We are trying our best to construct 
it with as little noise and inconven- 
ience as possible to you who live or 
work in the immediate vicinity. 

We're sure it will come as wel- 
come news that the 32-story frame- 
work is rising on schedule and is ex- 
pected to be completed the early 
part of April. Your neighborly tol- 
erance during this period will be 
greatly appreciated. 

The building is scheduled to be 
finished in November, unless there 
are unavoidable delays. After that, 
we'll just be quiet neighbors, and we 
sincerely hope that you will make a 
point to visit the new Chrysler 
Building East when it is completed 

. W. P. CHRYSLER, JR., president, W. 
P. Chrysler Building Corp., New 
York. 


IM cover at Art Institute 


® TO THE EpITOR . . I want to offer you 
my compliments on the award won 
by the cover of INDUSTRIAL MARKET- 
ING at the Advertising Art show. 

I was prompted some time ago to 
write you about your new cover de- 
sign, and I now find my taste is good 


_ 
sales manager 
| | 
4 | “4 
ouicinators OF THE Loose-Leaf SYSTEM OF CATALOGING 
120 ial Marketing 


because I saw the cover on exhibi- 
tion in the left hand side of the corri- 
dor on the main floor of the Art In- 
stitute . . STUART G. PHILLIPS, treas- 
urer and advertising manager, Dole 
Valve Co., Chicago. 


Market Data Book helps 
him find new markets 


® TO THE EpITOR . . Due to the terrific 
change in our market in recent 
months we have realized that it is 
time we opened our eyes to new 
fields for marketing our products. 
Our products, now being sold to in- 
dustries new to us, are being used 
for purposes we never dreamed of. 
With this in mind we decided to 
broaden the scope of our advertising 
in spite of the fact that we are rolling 
along at a high percentage of sales 
of total productive capacity. 

For the reasons given above we 
checked your 1951 INDUSTRIAL MAR- 
KET DATA BOOK and, as usual, found 
it to be an excellent source of infor- 
mation. I realize that you may have 
exhausted your supply of many of 
the pieces of market data that you 
listed in your September 15, 1950 is- 
sue, but I hope that those I am re- 
questing will be available in either 
their original form or a revised form. 

Attached you will find a list by 
number and name of those pieces of 
literature that I require. Please send 
them to me as soon as possible as I 
am in the position of the average 
business man of today who requests 
a month from tomorrow what he 
needs a month ago yesterday and 
wonders why in the hell you haven't 
gotten it to him by now. 

Incidentally, let me add my be- 
lated bouquets for your very at- 
tractive new covers. They are the 
only really vigorous step forward 
that I have seen in the industrial 
publication field in many years. I 
want to further compliment you on 
an excellent publication in rinpustrI- 
AL MARKETING. It is one of the very 
few publications that I take home 
with me to make sure that I com- 
pletely cover each issue . . A. N. HAAS, 
president, Bud Radio, Inc., Cleve- 
land. 


[Thank you, Mr. Haas! And the new 
1952 Industrial Market Data Book 
will be out June 25th . . ep] 


HEATING AND PLUMBING EQUIP- 
MENT NEWS has brought an entirely new 
circulation concept to the heating and 
plumbing field. No longer is it necessary 
to use separate papers to reach each part 
of this large and profitable market. Now 
it is possible to use one—HEATING AND 
PLUMBING EQUIPMENT NEWS—and 
reach every branch at once. 


This unique publication is the only new 
equipment magazine covering the heating 
and plumbing business. Its circulation to 
over 35,000 heating and plumbing con- 
tractors and wholesalers is the largest in 
the field. 


Reach these important buyers each month 
at lower cost per thousand than any maga- 
zine covering the heating and plumbing 
fields. Reach them through the magazine 
that gains and holds their interest* . 

HEATING AND PLUMBING EQUIP- 
MENT NEWS. Send for sample copy. 


An Industrial Press Publication 


reaches all these buyers! 


Warm Air Heat 
Oil Heat 
Gas Heat 
Piping 
Plumbing 
Radiator Heat 
Ventilating 


Air Conditioning 


*interest? Readership of “HPEN™ 
is proved by actual inquiries sent 
to us by readers, and forwarded 
by us direct to manufacturers. 
These inquiries have averaged 
7324 per month. Individual ad- 
vertisements have brought os 
many os 220 inquiries from one 
1/9-page (3 3/8" « 47/8") in- 
sertion. 


HEATING & PLUMBING 


148 LAFAYETTE STREET 


NEW YORK 13, N.Y. 


““guips” 
A Journal of pfanetrestive Help 


to the Sheet etal, Ventilation, 
Alr ¢ onditioning Warm Air 
Heating and Trades 
Used year after year by over 200 
Industrial Advertisers who know 
their market well 


SNIPS MAGAZINE 


5707 W. Lake St., Chieage 44, tI. 


LTD. 
Publishers Representatives 


since 


LOS ANGELES. HALLIBURTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 


Send us a couple of you 
tration, explaining thot you wish | sold, we will 


sample and = for approval. 
lo charge, of course. 
S. R. LARZELERE, INC. 
1213 Cherry St., Philedelphic 7 


Give Them 
Something to 
Remember 
You By !! 

Put Punch In 


Your Message! 
letterheads with an illus- 
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HOLY SMOKE 
DAISY... 


\ |/ Look! 


In one short year America's 24 
million cows produce enough 
milk to form a river 3 feet deep 
and 40 feet wide, extending 
from San Francisco to New 
York . . . Some 120 Billion 
pounds of milk. 


This mighty river of milk is the fountain- 
head of $10 Billion Milk Indus .. No 
more CONSTANT industry exists, for EVERY 
day of the yeor, this torrent of Milk must be 

: tended to . . . as regularly os the sun rises 
ond sets 


Thousands of monvfoctured items are con- 
stontly being purchased to process milk and 
move it to the dairy plants and onto America's 


Dining Tables he total of these purchases 
is in excess of $400,000,000 annually 


You can share in this vast morte? poten- 
tial if you effectively reach those who hove 
the authority to specify and bey 


Since 1912 MILK PLANT MONTHLY hos ren- 
dered Signal Service to the Key Men of the 
Milk Processing Industry 


its timely articles on Best Procedure, Cost 
and Time Seving Methods, Patent Abstracts 
and hundreds of other services to its sub 
scribers have placed MILK PLANT MONTHLY 
on the Top Rung of the Milk Publishing Lod- 
ger and account for the high yearly sub- 
scription renewo!l overage of 68.22% 


Complete Down the Line’ coverage is 
ouvred in MILK PLANT MONTHLY . Not 
only af the executive ond key operating per- 
sonnel level but “Rank and File’ employees 
whose cooperation is vital, since here are the 
ones entrusted with moting your product or 
service perform effectively 


The surest woy fo sell ALL these people is 
by goining their confidence through the ad- 
vertising poges of MILK PLANT MONTHLY, 
now in its 40th year . Goteway to the Milk 
Processing Industry 


Consult your advertising agency or write 
today for A.B.C. Statement and Rates. 


A.B.C. Audited since 1929 


Milk Plant Monthly 


Chicago 4, Illinois 


before anyone had a chance to an- 
swer, indicating that he'd let us 
know what it was all about after- 
wards. 

Afterwards it was always the 
same: a very confidential whisper 
that “this guy really doesn’t know 
anything about it. He’d only con- 
fuse you, but I brought you to him 
for policy reasons.” Finally, we cap- 
tive reporters made our escape and 
revisited the experts we had chinned 
with earlier. 

It was really a darned good story 
too. 

How can you service reporters for 
the best possible story? 

1. Supply them with the basic facts 
of the story . . preferably on the trip 
out . . so that no time will be wasted 
later in gathering fundamentals, and 
the press will have some grounding 
before approaching the story. 

2. If personalities figure in your 
story, hand out brief biographies of 
the individuals, and perhaps photos 
of them too. 

3. Brief the visitors thoroughly on 
where they will be taken, why, and 
what they will see when they get 
there, so they'll have some idea of 
what to expect. 

4. Be prepared . . when your patty 
includes many reporters . . for the 
different needs of dailies, weeklies 
and monthlies. That is, the dailies 
will need photos waiting for them, 
will have to get most of the story 
by mid-morning or mid-aiternoon, 
depending on their deadlines. In set- 
ting a release date for the monthlies 
and weeklies, remember that if you 
set it early, the weekly books get 
an edge that might discournse the 
monthly magazines from using it. 
Work out a mutually satisfactory re- 
lease date 

5. Beside the photos you have in 
readiness, offer the services of your 
photographer to anyone who wants 
to develop his own slant 

6. For the benefit of reporters who 
want to develop feature material on 
the trip, arrange meetings with com- 
pany executives who know the sub- 
ject. This is also a good way to ac- 
commodate the monthly and quar- 
terly press who are frightened off 


by a too-early general release date. 

7. Keep formal speech-making by 
the hosts down to a minimum, but on 
the other hand keep a generous sup- 
ply of executives around for ques- 
tions. An informal press conference 
is a very good ice-breaking idea. It 
stimulates ideas for the press, serves 
to wrap up what they have already 
seen. 

8. Let the reporters see what in- 
terests them. Don’t keep everything 
but what you want therm to see off 
limits. 

9. If they're spending more than 
a day with you, give them some free 
time to work .. or to do anything 
else they like. Don’t weigh them 
down with a schedule that prevents 
them from so much as studying their 
own notes. 

10. Make notes of any unanswered 
questions and get the answers to the 
ones who asked them. 

This last point demonstrates the 
greatest waste that prevails on most 
press parties: lack of follow-up. 
No salesman forgets about a cus- 
tomer after selling him one piece of 
equipment. Yet many companies go 
to considerable expense to invite re- 
porters to their premises, then do 
nothing about following up the con- 
tacts for future material. 

If only from the point of view of 
return on investment, this is shock- 
ingly wasteful. 

One of the most successful public 
relations men I know regards the 
press junket and press party as his 
No. 1 opportunity for getting ac- 
quainted with the future needs of 
his visiting editors and reporters. 
I've seen him moving about among 
his guests suggesting possible arti- 

cles often far removed from the big 
news at hand . . for coming issues. 

This man makes careful notes of 
any inquiries made during the trip, 
and gets them answered the day 
after return . . or sends a note ex- 
plaining any delay. In fact, he gets in 
touch with each guest after a trip to 
see if he needs additional informa- 
tion now that he has talked over the 
story with the editor 

These are the major do's and 
don'ts of press junkets. In at least 
one way, they are like any mer- 
chandising or advertising program 

. they cannot be contrived hastily 
or handled ineptly for best results. 


Press junket 
ntinued trom page JY 
: 

— 

f 
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The following changes in business paper 
specifications have been announced since 
the Market Data Book number of Industrial 
Marketing went to press. 


Canadian Power Engineer 


New rates, now effective: 


Times Page 2/3Page % Page 
$90 $75 $50 
3 80 70 45 
70 6S 40 


Chilton Automotive Buyer's Guide 


New rates, effective now 


1 page, each issue 


2 page, each issue . 110 


McGraw-Hill Publications 
reach the largest paid 
audience of business and 
industrial buyers in the world. 


4 page, each issue 62.50 


Modern Machine Shop 


New rates. now effective 


iim 


Basic circulation principles are 


discussed in a new McGraw- 
Hill booklet, “Intrinsic Values 
i of Paid Circulation.” Ask your 
H McGraw-Hill man for your 
i copy, or write us on your bus- 
Ti F : iness letterhead. 


McGRAW-HILL 
red or blue, $65 extra. Bleed PUBLICATIONS 


pages, $35 extra ; 330 West 42nd Street, New York 18, N. Y. 


Printing Equipment Engineer 


rates, now effective 


HULL 


M:GRAW: 
“08 BUSINESS 


-toadvertise | 
imanpublication | 
: tosee you... | 
$230 $115 $ 57.50 : 
0 1dditional for island half : : 
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When you're trying to 
explain mechanical principles or construction 
features, o three-dimensional scale model 
drives home your sales points foster than a 
thousand pictures could! 


DE SOTO, DODGE, CHRYSLER EXPORT and 
other auto dealers demonstrate the principles 
of the fluid coupling with these transporent 
plastic working models. Visit your neorest 
deoler showroom . . . see the workmanship ond 
dramotic sales appeo! of these three-dimen- 
sional selling tools. 


Your sales story, too, can be told effectively 
ond economically with perfect plastic scale 
models conceived, designed ond moss- 
produced by Ideal Models Company. Send for 
our folder that shows how well-known manvu- 
facturers build soles with Ideal Models —or 
send product drawings ond quantity of models 
required. We'll offer suggestions and quote- 
tions, without obligation. 


17251 Moran Ave. 
Detroit 12, Michigan 


PUNCHES sheets ond covers of ony wre 


or weight, quickly, occurately 


BINDS up to 250 books on how with 
colorful GBC plastic bindings 


BIND THIS MODERN WAY 
right in your own OFFICE 


or 
Add prestige 


tion-compelling appearance to 


color . . . atten- 


| reports, presentations, catalogs 
GBC plastic binding equipment* 
quickly ... easily economically 
binds loose pages of all sizes 
into handsome custom-made 
booklets. Pages turn earily... 
lie flat. Complete office equip 
ment costs less than a type 
writer saves 50 over old 
fashioned fastener-type covers. 
Anyone can operate. 


*PATENTS PENDING 


SPECIAL TRIAL OFFER 
‘ MM | Send today for information 
bi and 2 handy pocket memo 
4 boots bound on this equip 
ment. No obligation. 
General Binding oration 
808 W. Belmont Ave., Dept. 
Chicege 14, 


Industrial Marketing 


licity precede the advertising of a 
new product. No company can hope 
to get much play on a news story 
about a new product if advertising 
already has appeared. There are ex- 
ceptions, such as installation stories. 

2. Careful selection of the groups 
to which publicity will be submit- 
ted is very important. Such selection 
is, of course, dependent upon the 
type of new product. 

3. Sometimes you can get full 
publicity without spending much 
money. The right kind of story with 
pictures, if possible, will get good 
acceptance in the business paper 
field. If, however, the product read- 
ily lends itself to a vivid demonstra- 
tion, the company should give seri- 
ous consideration to having a press 
party. Visual demonstration can 
clarify and dramatize the importance 
of the new product. 

There are many _ supplemental 
methods. Besides the general intro- 
duction to the prospective buyers 
and press, there must, of course, be 
an educational program of the sales 
force and distributors. Again quot- 
ing Mr. Spindler, here are some of 
the things American Radiator does: 

1. Samples are sent to sales of- 
fices for district sales meetings. 
Educational material is supplied for 
these meetings. 

2. Direct mail teaser announce- 
ments are used to stimulate interest 
of wholesalers and retailers. 

3. Direct mail announcement is 
made to distributors and customers. 

4. Publicity to newspapers and 
business publications is released ac- 
cording to the time-table worked 
out carefully for introduction of the 
product. 

5. Space advertising breaks in ap- 
propriate media, determined by 
market. 

6. Exhibits are scheduled in ma- 
jor shows or conventions of specifi- 
ers, sellers or buyers. 

7. Constant stimulus to distribu- 
tors is obtained through reports in 
monthly news letter. 

Allis-Chalmers follows this chro- 
nological procedure, with steps about 
a month apart: 

First, inform the sales force with 
engineering fact sheets describing 


the new product . . what it is, what's 
news about it, why it is better than 
its predecessor or current com- 
petitive items. 

Second, release the news to the 
press . . (less often) with by-line 
. or with 


(even less often) a press show. 


articles to the trade papers . 


Third, run announcement ads. 

Fourth, offer sales literature and 
other sales promotion prices to be 
used by salesmen or dealers. 

The question of cost is another 
story. Mr. Mars explained that An- 
sul Chemical looks at it this way: 

“To reach a given number of per- 
sons, we think publicity is the least 
expensive way. Business paper ad- 
vertising comes next. Direct mail and 
our company publication rank next 
highest. The most expensive way to 
reach prospective buyers is through 
sales calls. But since there is a direct 
ratio between depth of penetration 
(effectiveness) and expense, this 
problem tends to iron itself out.” 

Here is an Allis-Chalmers rule-of- 
thumb on costs: a product with es- 
timated first or second year sales of 
$1,000,000 a year can justify a $20,- 
000 to $30,000 introductory budget. 
Of this, $1,000 to $2,000 would go 
for publicity (assuming no press 
show). Sales literature and other 
printed material for the salesman, 
about $4,000 more. The rest goes for 
space advertising, or occasionally 
direct mail. 

A case history of successful in- 
troduction of a heavy industrial 
product is told by Whiting Corp., 
Harvey, Ill Advertising Manager 
Anthony De Young listed these 
steps in the story: 

“First, after we had satisfied our- 
selves, from various tests in our 
plant and a few trial runs outside 
the plant, that our new machine, 
the Trackmobile, was ready for the 
market, we staged a rather elaborate 
demonstration in the Grand Central 
Station in Chicago. Invitations were 
sent to an extensive list of editors 
and representatives of the trade 
press, news magazines and news- 
papers. At the same time, we in- 
vited the picked list of top level per- 
sonnel of industrial companies, in- 
cluding a few bankers and brokers. 

“Second, in close cooperation with 
our agency, we had a cocktail party 
and luncheon at the Chicago Union 
League Club. 


“ONE Introducing new products 
MODE. 
MODELS COMPANY 
| 
— 


CA 


“Third, news releases, photographs 
and literature were prepared in ad- | 
vance and were distributed to the 

) press representatives, both at the | 
demonstration and at the luncheon. 
Free taxi service was provided to 
take the guests from the depot to | 
the Union League Club. 

“Fourth, Whiting made arrange- 
ments with WGN-TV to televise the | 
proceedings, and as a result it was | 
on TV several times in the following 
few days. 

“Fifth, similar demonstrations in | 
other large cities were continued | 
and are still going on today. 

“Sixth, besides the initial publicity, 
extensive advertising in various 
business papers is being carried on.” 

Not all of your new product intro- 
ductions will be home runs. Some 
will be doubles, or singles . . and, 
unfortunately, a few may even go 
down as strikeouts. It is important, 
though, to find out just what “score” 
your introductory publicity and 
promotion campaign did have. Make 
sure that during the planning and 
preparation of the details of your 
new product introduction, you in- 
clude a plan to check the results. 

Keep close tab on letters received 
from those who attended demonstra- 
tions; develop a thorough inquiry 
system; continue certain marketing 
research activities . . recheck the in- 
dustry acceptance of the product, 
keep one eye on new competition 
which may seriously affect your 
own product, haunt your sales force 
and distributors for tips which will 
lead to an evaluation of your intro- 
duction methods, and attempt to de- 
velop sales statistics that will lead to 
definite clues as to your introduc- 
tion success. 

If, as most sales and advertising 
executives believe, each general 
product line and each industry is a | 
law unto itself, then the only really: | 
worth while guide for you is your 
own experience. To validate that ex- 
perience, you must keep sufficiently 
complete and objective records to 
be able to evaluate a new product 
campaign and to improve it with 
each succeeding product. 


Putman Publishing Co. . . Chicago, has 
moved to new offices at 111 E. Delaware 
’ Place, Chicage 
Thomas W. Norton . . has been named ad- 
“aco 


'..IN THE BEST BUYING GUIDE 
AVAILABLE TO EVERY MILL in 
the PAPER & PULP INDUSTRY 


Think of it... mills operating at highest 
capacity . . . and now being called upon for 
still greater volume! 
Your product information before the men who 
do the planning and have the say — will be like 
a daily call from one of your representatives 
saving correspondence and delays. 
Paper and Pulp Mill Catalogue and 
Engineering Handbook is a volume 
that is welcomed each year because it 
brings up-to-date information and can 
be relied upon as a dependable Buyers 
Service with cross index of Machinery, 
Chemicals, Equipment and Supplies, 
backed up with a comprehensive En- 
gineering Section — all compiled — 
collated and edited by experts on the 
staff of The Paper Industry. 


YOUR LAST OPPORTUNITY 


to present a comprehensive story of your 
products to the men who SPECIFY and BUY 


Over 3000 copies of the Basic Source 
Book will be distributed to include 
every operating mill in the United 
States and Canada. 1, 2, 3 and more 
pages are offered at low cost for 
product information. Catalogue in- 
serts in units of 4, 8, 12 or 16 pages 
may be included. The beauty of an 
insert is the fact that reprints may 
be had which constitute your special- 
ized catalogue to the Industry. For 
points and figures consult us im- 
mediately. 


FRITZ PUBLICATIONS, INC. 


431 SOUTH DEARBORN STREET. CHICAGO 5, ILL 


The Paper In- 
dustry gives you 
utmost penetra- 
tion and cover- 
age from top 


executives to key 
personnel in op- 
erating depart- 
ments. 


TO PAPER AND 
PULP MAKERS 
SINCE 1919 


If you wish to reach the 


coal trade use 


pays to see you 
See McGraw-Hill advertisement 


NEW YORK 
Whitehall Bldg. 


CHICAGO 
Manhattan Bldg 


For over 65 years the leading 
journal of the coal industry 
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Fi 
A SERVICE ORGANIZATION 
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| on page 133 


ROUNDUP OF 
METALS SUPPLY 


ADVERTISING 
THAN ANY 


Purchasing and Management 
executives—who directly control 
or influence purchases of metals, 
equipment, and machinery—are 
regularly reading, 5 days each 
week, over 


12,000 


Paid Subscriber Copies 
Subscription Rate $20. a Year 


AMERICAN METAL MARKET 


Since 1899 The Daily Newspaper of 
the Steel and Metal Industries 


18 Cliff Street New York 38, N.Y. 


Heads Texas Firm 


C, D. Williamson has been elected pres 
ident and general manager of Williamson 
Dickie Manufacturing Company, Fort 
Worth, manufacturers of work clothes. Mr. 
Williamson and 302,833 other men of ac 
tion throughout American busines« read 
The Wall Street Journal daily. 


(Advertisement) 
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Introducing ModelA .. trade-mark 
2 19 was a guest of Tra 


Bunker 


vice-presi- 


poorly located on this page. 


b. various diagrams illustrating 
“construction and installation data.” 

Page 22 is another ad.. “The 
Whole Family Goes for a Weisway” 

showing how baby “baby-shower 
hammock,” mother, daughter, aged 
people “'‘sit-down’ shower,” and 
children can enjoy shower-bathing. 

Page 23 carries over the theme of 
page 22 and suggests various floor 


The “history” of this catalog is as 
follows (furnished by the manufac- 


plans varer): 


Page 24 continues the 
spray motif of the front cover and 


stream- 


shows the plant. 

This catalog, despite my harsh 
treatment of it, is far superior to the 
general run of catalogs. It has many 
fine features, lacking mosily in or- 
derliness and accessibility of infor- 
both 


over-decoration and an urge to sell 


mation, and suffering from 
the buyer rather than to help him to 
buy. It never made its mind up to be 
one or the other . . a sales piece or a 
catalog 

The Crawford Door Co., Detroit, 


advertised its new catalog in the fol- 
lowing manner: 


the publication of a new t 


Architects and Engineers { the detail 


AMERICAN METAL MARKET “> 
= 
RELIABLE i 
rij m PRICES ¢ 
AND DEMAND OTHER MEDIUM \ 
“Fe. a 
na nie ntr Icing th znd William A. Burns, 
the new Tra bile Model A. a truck trailer jent ar yles manager : 
4 
| ihe idea that you should be abie 
— ee ether with all the information you need 
for specificatior vers doors for ware 
: we lence garages, e 
+ ‘ A py i ifs 
| 
4 ‘ yir | ver exactly what 
Kir inuG! they needed, and the re 
The mpetitive nual greatly preferred 
* or tireacy in the hands of architects was 
3 ‘ 2 manual! with stiff ver We found v ry 
jefir y that the hard vers gave the 
es r t ne irchitect if was vaiu 
t e thrown mway 
Ita enabled } to stand it on edge on 
book shelf and not have it ipse. We 
| had planned originally + ise a less ex 
i ‘ pensive flexible ver Dut if survey indi 
zted that it was of perhaps first importance 
wanted detailec information and, while a 
"RAWFORD jreat dea! of this was available from other 
INNOUNCGS for anufacturers, it was very difficult for the 


CAPEX PREFAB 
| EXHIBITS LOWER 
| CONVENTION COSTS! 


No. 204 Claridge 
10 ft. wide, only $235.00. 
Includes: logo; selling copy; color choice 


You can be “last in, first out” with a 
Capex Prefab Exhibit. Goes up in 
20-60 minutes; light weight permits 
air expressing for a fraction of freight 
costs on “dead-weight” exhibits; can 
be re-used 6 to 12 times; crates can 
be stored in booth—no waiting for 


disassembly. 


Write todoy for FREE 
portfolio of sketches. 


PREFAB 
EXHIBITS 
CAPEX COMPANY, 


$15 South Bivd . Evanston, Illinois 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 


THE PERFECT SALES KIT 
COMBINES A RING BINDER DISPLAY 
UNIT WITH HANDY ZIPPER CASE 
Attracts and holds prospect's atten- 
tion by setting up sales material at a 

angie when he is standing, or 
a 60° angle when he is sitting. Two 
pockets hold order pad, circulars, 
etc. Weatherproof zipper closure 


* Also 100s of other items. 
SEND 
Sales Jools, Tuc. 


1226 West Madison Street 


CHICAGO 7, ILL. j 


ages in the vcrious manuals was adapted 
his particular need. We, therefore 
placed second in importance the develop 
ment of a simple and effective index. Three 
r four were worked out and the one you 
find in the front of our manual seemed to 
» the answers so quickly that we chose 
call it the "60 Second Door Selector” em 
phasizing t int that this book enabled 
quick selection of the proper model where 

sompetitive books obviously did not 
Third in importance was the major weak- 
ness of mpetitive manuals not giving 
sufficient clearance information about the 
actual inches of headroom and sideroom 
required for different door models. We de 
veloped a grid ne inch squares as you 
will note on our sketches which enables 
the architect, if he chooses jraw in heat 
ts or pipes exactly where they fall 
Jetermine whether the door as it 
the hardware necessary inter 

tere 
There is competitive and com 
parative int regarding the various 
makes of garage doors in the field and we 
therefore, took a few pages in the front to 
emphasize, we hoped from an impartial 
nt of view, some of the dangers an archi 
t encounters in purchasing an overhead 
Available service, proper trussing 
and quality moving parts were emphasized 
so that he i inspect these features « 

zi] makes 

we put a list of our distributors 1 
{ the book so that the architect 
2alize that we are a national organ 
ild determine that we had 
tate before looking in 


telephone dire 


Let's examine some of the features 
of this catalog. 

The cover showed 16 installations 
on a variety of types of buildings 
from residential garages to indus- 
trial plants. 

The index is, indeed, “simple and 
effective,” but would have been bet- 
ter on one or two facing pages than 
on two back-to-back. 

A sample information unit, con- 
taining the above mentioned grid of 
one-inch squares is illustrated near- 
by. The left-hand page is for wood 
casings; the right-hand page for steel 
jambs. 

The “competitive and compara- 
tive information” is most genially 
written, under the title, “Things you 
should know before you specify a 
door.” 


REFRIGERATING 
ENGINEERING... 


ICE SKATING 
-- in May? 


Sure. because of refrigera- 
tion! Discover for yourself, 
this miracle market . . . the 
$3,000,000,000 Original Equip- 
ment Manufacturers’ refrig-| 
eration and air conditioning 
market for raw materials and 
component parts. It's defi- 
nitely not a “thin-ice” field! 


Want to see the sell-stories 
of many suppliers? ' 


Write today! 


Refrigerating 


Engineering 
The American Society of 
Refrigerating Engineers 

40 W. 40th $t., New York 18, MLY. 


THE BREWERS DIGEST 
CHICAGO 6—747 W. JACKSON BLYD. 


NEW YORK 18—45 WEST 45TH ST., JUdson 6-0916 
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WILL SELL MORE..' the classified pages of his 
Brewing Industry 
—_ Everybody Rea 
Fipmarter | 4 7 
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¥ There are all kinds of garage doors on Sa, 
the market } i and 1d expensive | 
und inexpensive. When you select your | 


pulling power 
. 
of your publication 


leaves nothing to be desired 
because a recent squib therein 
has sent us so many inquiries 
that we are going to ask you to 
extend us a small favor... . 
Would you please have these 
inquiries sent us in duplicate 
form? We can then keep one 
copy here for our files and route 
the other to the division con- 
cerned.” 

These are the unprompted 
words by which Mr. Robin 
Douglas, Advertising Manager of 
GENERAL AMERICAN TRANS- 
PORTATION CORPORATION 
states his observation of the fact 
that 
CEP REACHES and INFLUENCES 


THE PROCESS INDUSTRIES! 


REACHES 
the Tan ia Responsible Charge 


... develop new 

prospects in the $3,850,- 

000,000 public works market. 

Our new data file points up 
growing areas for sales — with 
complete facts on the magazine 
with the biggest audited circulation 
among the engineers who buy and 
specify for cities and counties. 
Send for a copy of “Facts 

about PUBLIC WORKS 

... The Market and 

the Magazine”. 


Works 


308 East 45th Street New York 17, 


joor you must remember it will be in daily 

ise for at least 20 years, therefore, “how 

well it works” is at least as important as 

how much it costs If it doesn’t work 
well, it isn't a bargain at any price 

The difference between the best and the 

rest is only about a $1.00 a year. . 

ents a month . . 2 cents a week, surely 

igh premium to pay for getting 

Since the Crawford Door Com- 

s. in the past 20 years, made prac- 

y every kind of door, we would like to 

1 why the Crawford Door is what it 

Swing-Up Doors 

are an old story with us 

{ the best, light 

swing-up doors on the market 

they are entirely inside the 

rotected from wind and weather 

are ar standard 

r in that they have a separate 


ring at each side so that the corners are 
i independently, as in most doors. This 
the least expensive way 


}-acting 


ion is that 
up, and 
bind if the garage should shift 
We Tried Semi-Canopy Doors 
\ ors, the kind 
in and half out of the garage 


V Iso built semi-canopy d 
pen. The first time you pull one of 
jown with all the panels full of rain 

211 know why we abandoned it 

e Built Canopy Doors 

We have bui 


Ss that swing u 


mnopy type doors, the 
itside the garage. We 
install 
t that you have to stand 


ind them easy | sild, easy to 


llected rain, snow, ice 
| ild damage them 
sly. There is little advantage to these 
ver ordinary id-fashi 
rs which swing out from the sides 

We Reach A Conclusion 
Thus, through having tried many designs, 
we reached the conclusion that the preseni 
‘rawford Door, made in sections which roll 
ip and back entirely inside the garage, is 
the best from every point of view. We have 
found that people like its compactness, 
licity, and freedom from trouble, and 
the fact that it operates so easily 
i can raise and lower even a 

»width Crawford Door 
crawford Marvel-Lift Mec! 

f these door designs were developed 
search for the ideal operating 
20 years experi- 
schanism, used on 
lifting 
s the 
nly 


Logical layout 300d copy, inch-scale treat- 


ment for architects . . makes easy buying. 


lift” at ottom corners, giving the 
easiest peration. It does it with a 
spring springs) mounted on a shaft 
If the spring should break (which is ex 
tremely unlikely) it is on the shaft and 
cannot fly off and hurt anyone. It is quiet 


and trouble-free 


Copy goes on to explain why the 
Crawford door is different from 
“other mechanisms of similar type.” 

All this copy seems to break the 
general rule of keeping copy to a 
minimum, yet it appears to be useful 
information on a fairly specialized 
topic, is painlessly presented and is 
completely divorced from specifica- 
tion material. 

Other features of this catalog in- 
clude: 

1. statement of “The Crawford 
Creed” on the inside front cover, 
which among other things promises 
“field men . . trained in servicing all 
makes of doors (who) work Sun- 
days, holidays and weekends when 
necessary.” 

2. a blank page, here and there, 
“reserved for Crawford equipment 
now in the process of development.” 

3. a glossary of “frequently used 
door terms.” 

4. a table of the dimensions of the 
various makes of automobiles that 
will pass through Crawford garage 
doors 

Altogether: a catalog built with 
the buyer in mind. 

[This is another in Mr. Sawyer’s 
series of articles, entitled “How to 
Advertise to Business Men.”] 
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of | 
CEP ind ix doors, 80 
| has doubled equipped t somewhat less than our 
i in 
_ 
. 120 East 41st Street, New York 17 
build | = 
Big @ 
| 
3 lew rh ve ite 
It employs r 31 brackets or other y 
jevices that become obstructions inside the 
: WY. | jarage. It lifts the door evenly by applying ’ 4 
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IS IT TRUE THAT 1 
CAN ADVERTISE IN 
THE PORTLAND 
DAILY JOURNAL OF 
COMMERCE FOR A 
DIME A LINE 7 


Thats right, 


each 
of Commerce has || 


WRITE FOR SAMPLE COPY AMD RATE CARD 


Daily Journal of ommérce 


711 SOUTHWEST 14TH AVE. 
PORTLAND 7,0 
WORKING TOOL OF PACIFIC NORTHWEST BUSINESS 


DISCOVER THE RAILROAD MARKET 


Send For These Two Pamphlets 


1. The Market Guide to Railroads —a 
complete and clear picture of today's 
great opportunity to sell to railroads; 
an 


2. MODERN RAILROADS’ Reader 
Service Survey —a_ behind-the-scenes 
view of your audience written by rail- 
road buyers! Product by product, de- 
partment by department—you'll learn 
of the railroad buyers’ interest in your 
product as revealed in one of the most 
remarkable surveys ever made — the 
QUESTIONNAIRE THAT PRO- 
DUCED MORE REPLIES THAN 
ANY OTHER MAGAZINE HAS 
RAILROAD CIRCULATION! 


SELL THE RAILROAD MARKET 


FIVE YEARS AGO it was necessary to 
advertise in two or three publications to 
reach executive, departmental and pur- 
chasing influences in the complex sys- 
tem of railroad buying 

Today, veteran railroad supply men, 
progressive ad men and agencies recog- 
nize MODERN RAILROADS as the 
ne publication which reaches ALL 
buying influences! 


MODERN RAILROADS 


210 N. Wells St. Chicago 6, IMinois 
New York + Pasadena | Cleveland {5 Dallas | 


L. A. Gault, Leschen ad 
manager since 1913, retires 


® st Louis .. Leslie A. Gault has re- 
tired as advertising manager of A. 
Leschen & Sons Rope Co. after 45 
years of service. 

He will be suc- 
ceeded in that 
post by Karl F. 
Ewerhardt, for- 
mer advertising 
manager, Metal 
Goods Corp., St. 
Louis. 

Mr. Gault, who 
graduated from 
Centre College of Kentucy in 1900, 
joined Leschen iy 1906 and became 
advertising manager in 1913. He 
helped found the industrial division 
of the Advertising Club of St. Louis 
in 1925 and was chairman of the 
division in 1927. The division later 
became the Industrial Marketing 
Council of St. Louis. 


Gault 


I believe in advertising, but. . 


continued from page 98 


stantly rising taxes including the 
excess profits tax make it extreme- 
ly difficult for a company to accu- 
mulate necessary cash reserves for 
extra sales effort when orders are 
once more hard to get. 

“Money available now should be 
invested in advertising. This will 
strengthen your standing in your 
normal markets, maintain your ex- 
cellent customer relations intact and 
plant the seed of acceptance among 
the new customers you're going to 
need in the future. Thus, it will be 
easier and less costly to get orders 
when you need them. 

“Well, Frank, that’s it. There's 
nothing radically new in_ those 
reasons. Your experience and mine 
has proved them basic and sound. 
Now, let’s have another cup of cof- 


” 


fee 
Mrs. Eleanor E. Perks . . formerly on the 
n staff, has been appointed 

Pennsylvania Flexi 
Co., Philadelphia. 


sales promot 
advertising manager 
ble Metallic Tubing 
Glenn A. Adair. . former produ 


has 


ction man- 
ager for Arthur Mogge, Inc., oined 


Krupnick 6 Associates, St. Louis advertising 


the same ca 


Proud of Your Product? 


* GIVE IT 


THE MARK 


They look better...longer 


There’s real sales-making value in a sparkling 


| metal name plate produced by our skilled 


craftsmen. We gladly cooperate with sales and 
advertising executives in creating name plates 
which provide standout identification and spot- 
light the product. For detailed information and 
quotations, without obligation, write 


CHICAGO THRIFT-ETCHING CORPORATION 


1555 Sheffield Chicago 22, Dept. G 
Subsidiary of 


Dodge Mfg. Corporation, Mishawaka, Indiana 


| 


“Snooze Who” 


Bedding is the one and only 
book of the sleep equipment 
industry. It is its “WHO'S 
WHO” and covers the field 
thoroughly. 


You can reach its leaders — 
the firms that do 90°% of the 
volume—with page ads at a 
cost of only 3-%4¢ per sub- 
seriber (12-time rate). 


Advertise BEDDING-wise! 


Send for material 
that will AWAKEN 
you to a tremendous 
market if you are 
not familiar with it. 


Maexet Data 


= 
= As 7 
A METAL NAME PLATE 
= 
J management, con- gate \ 
Struction men, lumber 7 
——— 
| 
d 
1gency in pacity Merchandise Mart, Chicago 54 
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A TECHNIQUE FOR 
PRODUCING IDEAS 


Whe re 


come 


the moneymaking ideas 
those ideas which make 
nevels, radio programs, 
moving pictures, sales campaigns 
and businesses ? 


do 
from 
successful 


James Webb Young, one of the 
highest paid idea men in the adver- 


business, set out to answer 
this question fer his students at the 
University of Chicago. The result is 
a little book which you can read in 
an hour but will remember the 
of your life. 

In the simplest and clearest of 
language Mr. Young has succeeded 
in describing the way the mind works 
in all creative people. He gives you 
the which they consciously 
or unconsciously follow in producing 
ideas. He to train 
your mind se that idea production is, 
as he says, “as definite as the process 
by which motor cars are produced.” 

Enthusiastically endorsed by sales 
managers, editors. college professors 


Using 


rest 


formula 


shows you how 


and students, poets, advertising men. 
salesmen and executives 
who have read it. Send for your copy 
of A TECHNIOUE FOR PRODUC 
ING IDEAS now. Only $1 postpaid 
(%e ea. in quantities of 10 or more) 
FILL IN AND MAIL THIS 
COUPON TODAY 

Advertising Publications, Inc. 

Div. 519 

200 E. Illinois St., Chicago 11, Ill. 

Gentlemen: 

Please send me on 10-day money-back 

guarantee copies of “A Technique 

for Producing Ideas.” 

Enclosed is $ 

Name 

Title 

Company 

Address 

City 


business 


Zone State 


Employe. public relations 


| continued from page 65 


ings piece-meal to various cities 
where stockholders reside, to accom- 
plish that same friendly objective. 
Veterans of industrial 
emphasize the need, as well as the 
art, of being a good neighbor. The 
good neighbor of industry has 
friends, and he creates others. By 
satisfying a community need, by 
bringing together people of progres- 
healthy 
this bank in 
Long Beach is being a good neigh- 
bor. No public relations program has 
any enduring value if its sponsor is 
anything less than a good neighbor. 


relations 


sive common interests for 


economic d iscussion, 


Wheels in Motion . . Ten years ago 
the 
industrial editing associations met in 
Chicago to form a confederation of 
associations. Out of it came what is 
the International 
Council of Industrial Editors, which 
holds its annual conference and cele- 
brates its tenth birthday May 10-12 
at the Congress Hotel, Chicago. 

Twice in its life the ICIE has called 
upon its membership to aid industry 
in mobilization, and the forthcoming 
confab is clearly geared to the how- 
to-do-it solutions of problems such 
times at these present. A recent 
coast-to-coast check of industrial 
and public relations directors, adver- 
tising executives, 


the representatives of various 


now known as 


personnel man- 
agers and others who have super- 
visory charge of employe communi- 
cations, disclosed that communica- 
tion is being stepped up, that new 
devices are being developed. 

Some employe publications go to 
the wall in times like these: instead, 
this time there is every evidence that 


they will be given bigger and more 


important responsibilities. Newslet- 
ters, bulletin boards, group meet- 
ings these are other communica- 


tions media that are being born, or 
strengthened 

Good communication 
helps destroy the listlessness on the 
production line. At such confabs as 
the ICIE promises, the people who 
the 
bedrock methods of doing an im- 
portant job, through formal talks 
and through the useful gabfests that 
follow. That's all to the good. 


employe 


deal in communications learn 


It’s Got 
Everything 


an Advertiser, Spacebuyer 
and Agency Wants! 


@ Informative and newsworthy 
editorial content 

@ Circulated readership of 13, 152 
(Proved 3 executives to # 
seriber- plant) 

@ Top cream coverage 

@ ABC & ABP Membership 


If you sell to the wood products 
field and want to reach from the 
top down, WOOD PRODUCTS is 
your No. | paper. Numerous ad 
vertisers use this book year after 
year . . . because it pays! It will 
pay you, too! 


if it's WOOD, you could—with 
PRODUCTS! 


Send for imposing 
list of subscribers 
AND ADVERTISERS. 


PRODUCTS 


Phone: WAbash 2-1000 


343 S. DEARBORN, CHICAGO 4 


PAYS 


See McGraw-Hill advertisement 
on page 133. 


Assignments covered trom coast to coast fet 
advertising. editorial and research purposes. 


Skies senvick 


38 PARK PLace NEWARK 2 


Write for booklet 


ART DIRECTORS: READ 


Art Director & Studio News, first and only US 
art direction magazine now being read regularly 
throughout the country for its reporti ng of ad-ort 
direction, editorial art, photography, typography, 
etc. 24th issue just out. Subseribe Now! 12 
issues, $1.50 annuolly 


ART & STUDIO NEWS 
S! New York 22. N.Y 


j “a | 
ni ue 
| for q 
Idea, 
> 
in a publication 
s to see you... 
pay 
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Do you KNow that the forces of advertis- 
ing are engaged today in one of the 
world’s greatest jobs of mass education 
...in the public interest? 

Do you know that these forces for good 
have been released through the vision 
and unselfish cooperation of American 
business — advertisers, advertising agen- 
cies, media owners and others? 

Hundreds of advertising agencies have 
volunteered their planning and creative 
time and facilities. Artists, cartoonists, 
photo-engravers, printers, typographers 
and others have contributed their services. 

Media owners have donated millions 
of dollars in space and time. National 
and local advertisers have sponsored and 
paid for many millions of public service 
advertising messages. 

As a result, the American people are 


“Marshalling the forces of advertising to 
help solve national problems and to make 


democracy work better. . .” 


being alerted as never before to the 
dangers which threaten from within and 
from without...the dangers of ignor- 
ance about our American economic sys- 
tem, intolerance, tuberculosis, school and 
teacher shortages, etc. 

And, at the hub of this great public 
service effort is your organization ... The 
Advertising Council. 


Advertisers and Media Owners... 
Your Help is Needed! 


Right now The Advertising Council has 14 
programs in operation. The success of these 
programs depends on the public spirited and 
generous cooperation of advertisers and me- 
dia owners. Your help, in the form of space 
or time donations, will mean a lot to us. And 
remember . . . What helps America helps 
you! 


ADVERTISING 
AGENCIES 


MAGAZINES 
Business, Farm 
General 


NEWSPAPERS 


TELEVISION 


Yours for the Asking 


Write for a copy of Booklet 
No. 15. It will give you per- 
tinent information about The Advertising 
Council . . . how it started .. . what it is... 
what it does . . .Or ask for material on spe- 
cific campaigns. Address:—The Advertising 
Council, 25 West 45th Street, New York 19, 
N.Y. 


Published in the public interest 
by 


INDUSTRIAL 
MARKETING 


*A NON-PROFIT ORANIZATION FORMED TO UTILIZE ADVERTISING IN THE PUBLIC GOOD 
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PREFERRED 
WITH THE MEN WHO Zée 
INDUSTRIAL ADVERTISING 


“Can Ill Afford to Neglect It” 


Says A. E. HOHMAN, Advertising Manager 


“IM Is an Active Member of Our Firm” 


? 
Says HOWARD H. PAXSON, President 
PAXSON ADVERTISING, INCORPORATED 


“Industrial Marketing has been an active member of our firm for many 
years, as an informant and counsellor. IM sits in with us on many con- 
ferences; its frank, factual treatment of pertinent problems and _ their 
solution is of especial value in the development of our thinking. Of par- 
ticular worth is your frequent editorial approach to a subject from the 
advertiser's viewpoint and that of the agency—thus promoting better 
mutual understanding and a higher degree of cooperation between the 
two. The “Copy Chasers” section is invaluable—here is constructive criti- 
cism at its best. We like Industrial Marketing!” 


HOWARD H PAXSON 


At 22, in 1929, Mr. Paxson began his career in advertising, founding his 
own one-man agency in 1934. The agency has grown to include a staff of 
sixteen, with a complete art department staffed and equipped to supply 
all commercial art services for clients. ‘Two vears ago the agency was in- 
corporated, and has moved to new and larger quarters. Mr. Paxson is 
married, has a son and daughter. The family lives in Higman Park, a 
Benton Harbor suburb, on Lake Michigan. Mr. Paxsoa has served as a 
director of the St. Joe Valley Merchandisers Club, vice-president of the 
Benton Harbor Chamber of Commerce, president of the Twin Cities 
Community Chest, and treasurer of the Southwestern Michigan Area 
Council, Boy Scouts of America. His hobbies are hunting, fishing and — 
advertising. 


BLAW-KNOX COMPANY 


“Because an industrial advertising man progresses in his job through the 
right use of his experiences, his professional friends, and his reading—he 
can ill afford to neglect any of them. I would really have done myself a 
disservice had I neglected thorough reading and study of Industrial Market- 
ing since I became a charter subscriber years ago. This reading of IM is a 
habit throughout my department, and the library is pretty well loaded with 
valuable reference items dating way back.” 


A. E. HOHMAN 
Straight out of school, Mr. Hohman took a job in the advertising department 
of Blaw-Knox Company — a job, he savs, “that has grown with the develop 
ment of the company through thirty interesting vears.” (Blaw-Knox now 


has eleven divisions.) Mr. Hohman is past president of the Industrial Adver- 
tising Council of Pittsburgh (NIAA), and has served on manv committees. 
He was one of the founders of the Pittsburgh Chapter, and served one term 
as Secretarv- Treasurer of NIAA. 
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“IM Is Our Specialized Source of Information” 


Says JOHN B. FAIRBAIRN 
FAIRBAIRN ADVERTISING 
“The advertising business is actually a group of specialized activities. For 
those of us who prepare industrial ads, Industrial Marketing is our spe- 
cialized source of information.” 


JOHN B. FAIRBAIRN 
After graduating from Michigan in 1925, Mr. Fairbairn put in nine active 
years accumulating a wide variety of sales and advertising experience: He 
edited the house organ for Cadillac Motor Car Co.; sold newspaper space; 
sold photoengravings; sold merchandise; worked in an industrial adver- 


tising agency; served as assistant publicity manager of Underwood, Elhott, 
Fisher — and, finally, as business manager of Management & Methods 
magazine. Then in 1934 he founded his own agency and now handles 
numerous industrial accounts such as the industrial division of Fuller 
Brush Company, Orkil, Inc. (distributor of General Electric major appli- 
ances and farm equipment), as well as Phoenix Insurance Company and 
other accounts. He is married and has three sons. 


“The Learning Process Goes On” 


Says VICTOR ANCONA, Advertising Manager 
AMERICAN MACHINE & FOUNDRY COMPANY 


“I have been a reader of IM for many years. In the early days, | wanted to 
learn what this business was all about and your publication answered many 
of the questions in my mind so that today I am applying what I have learned 
by reading Industrial Marketing throughout the years. The learning proc- 
ess goes on and IM is a veritable, up-to-date textbook. With its Annual as 
a companion, it is a constant source of information—both to beginners and 
seasoned advertising men.” 


VICTOR ANCONA 


“] hate writing autobiographical sketches,” says Mr. Ancona, “but here goes: 
I was born on the island of Cyprus, (a British possession in the blue Medi- 
terranean ). April 1921 brought me to the land of advertising! I had to learn 
a new language in Brooklyn's public schools and then went on to the New 
York School of Fine and Applied Art on a scholarship. My entry into adver- 
tising, therefore, was at the drawing board. . .. | operated my own studio for 
ten years, and won top prizes in the War Poster Competition conducted by 
the Museum of Modern Art, as well as third prize in the Western Hem- 
sphere Poster Competition. Then came a short Army stint. Joined AMF in 
1944 as Advertising Manager and am enjoying every minute of it.” 


BASIC BUSINESS PAPER FOR BUSINESS PAPER ADVERTISERS 


Industrial Marketing 


200 EAST ILLINOIS ST. + CHICAGO 11 
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TO CERAMISTS 


VIA 


C.B. 


CERAMIC BULLETIN 


Ceramic Bulletin is read by the 
men who create ceramic busi- 
ness. C. B. offers the advertiser 
the concentrated attention of 
5,481 ceramists. These men read 
C. B. to gain knowledge of re- 
search happenings, processes, 
and methods current in the field. 


Cc. B. reaches the ‘decision 
makers” throughout the Ceramic 
Industry — in these fields: 
Refractories 
@ White Wares 
Glass 
Materials & Equipment 
@ Structural Clay Products 
@ Enamels 
Design 
@ Educational 


5481 


CIRCULATION 


Ceramic Bulletin 


“The American Ceramic Society 
Bulletin” 


2525 North High St., Columbus 2, Ohio 
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Index to Advertisers 


Acvertising Council, The 141 
*Air Conditioning & Refrigeration 

News 18 
*American Artisan 2 


*American Builder 

American Ceramic Society i”4 

"American Metal Market 136 

American Society of Mechanical 
Engineers 

American Society of Refrigerating 
Engineers 

American Type Founders . Facing page 65 

Art Director & Studio News 140 

ASM.E. Mechanical Catalog 88 

ed Business Publications, 


74-75 
*Associated Construction Publications 85 
Bacon's Clipping Bureau 125 
*Bedding 139 
Black Diamond 135 
*Boxboard Containers 12, 121 
*Brewers Digest, The 137 
Brick & Clay Record 23 
Burroughs Adding Machine Co 55 
"Business News Publishing Co 18 
Business Week Insert Between 64-65 
Capex Company. Inc 137 
Ceramic Bulletin 
"Ceramic Data Book 23 
Chemical Engineering 
Chemical Engineering Progress 138 
Chemical Industries Week 79 
Chemical Processing 126 
Chicago Thrift-Etching Corp 139 
Chilton Publications 2-53 
*Civil Engineering 128 
Clark-Smith Publ. Co 22 


*“Conover-Mast Corp 
66, 73, 115, 4th Cover 
*Conover-Mast Purchasing 
Directory 115 
*Construction Bulletin 85 
“Construction Digest 


Construction Equipment 7 
“Construction News Monthly 85, 127 
*Constructioneer 

“Contractors & Engineers Monthly 15 


Daily Journal at Commerce 139 

“Diesel Progres 127 

*Dixie Contrac tor The 85 


*Dodge C 70-71 
*Domestic ngineering 6-7 
*Domestic Engineering Catalog 

Directory 6-7 
"Electric Light & Power 12-13 


*Electrical Catalogs 3rd Cover 
*Electrical Construction & Mainte 


nance 81 
Electrical Dealer 12 
*Electrical World 4-5 


“Engineering & Mining Journal .2nd Cover 
Equitable Paper Bag Co., Inc 124 


"Factory Management & Mainte- 


nance 20-21 
Food Processing 126 
*Foundry, The 77 
Fritz Publications, Inc 135 

vas 120 
General Binding Corp iM 
Gulf Publishing Co 57, 100-101 
*Haywood Publishing Co 12-13, 121 
‘Heating & Plumbing Equipment 

News 131 


“Heating & Ventilating 125 
*Heating, Piping & Air Conditioning 10-11 
Heinn Company, The 130 


*Hospital Management 
Ideal Models Co iM 
*Industrial Distribution 4 
*Industrial Equipment News 7 
*Industrial Maintenance 4 
*Industrial Marketing 112-113, 142-143 


*Industrial Press, The 
48-49, 125, 131 


*Industrial Publications, Inc 9, 2 
*Institute of Radio Engineers, The 25 
*Institutions Catalog Directory 6-7 
*Institutions Magazine 6-7 


Iron Age 52-53 
Iron & Steel Engineer 130 


Jenkins Publications, Inc 


*Keeney Publishing Co 2, 10-11 
Kimberly-Clark Corp 103 
Knitter, The 
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Larzelere, Inc., S. R 


*Machine Design 
*Machinery 
*Maclean-Hunter Publ. Corp 
*MacRae'’s Blue Book 
*Marine Catalog and Buyers’ 
Directory 
*Marine Engineering & Shipping 
Review 
Marsteller Co., Th 
Marsteller, Gebhardt & Reed, Inc 
Mass Transportation 
*Materials & Methods 
*McGraw-Hill Catalog Service ..3rd Cover 
*McGraw ishing Co., Inc 
125, 128, 129,133, 135, 140 
Mechanical , 88 
Metal Progress 


& 


*Michigan Contractor and Builder 85 
*Mid-West Contractor — 
*Milk Plant Monthly 132 


4th Cover 
3rd Cover 
85 


*Mill & Factory 
*Mining Catalogs 
*Mississippi Valley Contractor 
*“Modern Railroads ..139 
*Modern Railroads Publishing Co. ....139 


National Business Publications, Inc. .96-97 
National Industrial Adv. Ass'n 91 
*National Milk Publishing Co., Inc. ..132 
*New England Construction 85 


*New Equipment Digest 51 
Newsweek 26-27 
*Packaging Parade 12 
Palm, Fechteler & Co 107 
*Panamerican Publishing Co 24 
*Paper & Pulp Mill Catalogue 135 


*Paper Industry, The (Formeriy The 
Paper Industry and Paper World) 135 
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Putman Publishing Co 126 
*Railway Age 104-105 
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*Railway Mechanical Engineer 104-105 
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Refinery Catalog 57 
Refrigerating Engineering 137 

*Reinhold Publishing Corp a 
Remington Rand, Inc 47 
*Rock Products 30-31 
SAE Journal 117 
Sales Tools, Inc 137 
Sickles Photo-Reporting Service 140 
‘Sie bel Publications 137 
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Sin pson Reilly, Ltd 131 
*Smith Publishing Co., W. R. C 59, 109 
*Snips Magazine 131 
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southern Power and Industry 59 
Southwest Builder & Contractor 85 
“Sweet's Catalog Service 70-71 
*Texas Contractor 85 


Textile Bulletin 


3 22 
*Textile Catalogs ird Cover 


extile Industries 109 
*Textile Panamericanos 24 
Textile World 83 
*Thomas Publishing Co 1, 87 
*Thomas Register 1 
Wall St. Journal 8, 136 
Warren Company, S. D 95 
*Western Builder 85 
Wood Products 140 
World Oil 100-101 
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Today’s problems in Textile Mills 
demand adequate Buying Information 


N this $15,000,000 industry, buying 

of plant equipment and supplies con- 
tinues at an ever-increasing rate. More 
than ever important buying influences 
need accessible product information to 
do their jobs faster and better. 

If your productscan help solve Textile 
Mill plant and production problems, 
your product story...in the right place* 
—at the right time... will increase your 
chances of getting the order. 

Pre-file adequate buying information 
on your products in the McGraw-Hill 
TEXTILE CATALOGS, then increase 
the effectiveness of your magazine ad- 
vertising by directing the readers to 
this convenient source of information 
month-after-month. (Over 9,000 active 
buying influences get TEXTILE CAT- 
ALOGS). Use the same tie-in to in- 
crease the effectiveness of your direct- 
mail. A line of copy “for further 
information, see our catalog in McGraw- 
Hill TEXTILE CATALOGS” will do 
the job or, if you prefer, we can furnish 
electros (free, of course). 

Your McGraw-Hill Catalog Service 
Representative will gladly explain the 
plus features of TEXTILE CATA- 
LOGS to you and your Sales Manager. 

For rates, see STANDARD RATE & 
DATA SERVICE and MARKET 
DATA BOOK. 

*McGraw-Hill TEXTILE CATALOGS 


“SELLERS seeking BUYERS use Advertising 


RY SHORT GUTS STIR WORSTED WILLS! 3 BUYERS seeking SELLERS use Catalogs” 
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How can you be sure your advertising 
gets in on the heels of D.0.s? 


Mill & Factory is the only industry-wide publication that hustles in as fast as 
your salesmen—sometimes faster—to the right people in plants receiving 
Defense Orders. 

Here’s how it’s done. Companies receiving Defense Orders are immedi- 
ately checked against our circulation list. New plants, reactivated plants, 
expanding plants—all are referred at once to a local industrial distributor. 
Subscriptions for key executives—the men who exert buying influence 
regardless of title—are entered without delay by the distributor salesmen. 


These salesmen—there are 1,588 of them—sell industrial machinery, 
equipment and supplies. They pay us to send Mill & Factory to the people 
they—and you-—have to sell. Personnel changes due to any cause are re- 


flected immediately, because the unique M & F method weeds as it builds. 


D. O. plant coverage is another of the reasons why Mill & Factory is the 
first choice of alert industrial marketers. 


Mills Factory 


a CONOVER mast PUBLICATION 


205 E. 42nd Street, New York 17, N.Y. 
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